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Every month your best-selling silver- 
plate will bring you new selling ideas 
. new advertising ... new opportun 
ity for bigger sales 


bigger profits! 
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Two of the most popular patterns ever offered! 
FIRST LOVE and ETERNALLY YOURS 


Starts January 19 for a limited time only 


52-piece service for 8 


only $49.95 retail! 


16 Teaspoons ¢ & Forks ¢ & Hollow Handle Knive: 
8 Salad Forks ¢ & Soup Spoons e | Pierced lablespoon 


| Tablespoon ¢ | Butter Knife ¢ | Sugar Spoon 


To help you tie in... fresh. 


colorful promotion 
material is ready 


newspaper ad mats, envelope stuffers. 
multi-use banners for window and in-store display. 


There’s proven demand for these beautiful pat 
terns this complete service fo 
Make your plans now! See your 
Distributor for € omplete Details. 
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184 7 ROGERS BROS. ETERNALLY YOURS 


FIRST LOVE 


America’s Finest Silverplate Made only by The International Silver Company 











ividually Yours” 
for Diamonds dress 


$0 wearing 10 ct. Mar- 
e mond ring, 35 ct. dia- 
EF Gracelet, 30 ct. diamond 
kt dace; 7% ct. diamond ear- 


i All available on memo. 
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wherever she goes 


Diamonps of unmatched pride and beauty that will 
distinguish the wearer now and forever are available 
at all times from William Levine Company. } 

At your request, a selection from the world’s most 
beautiful diamonds, assembled by one of America’s 
leading importers and cutters of fancy diamonds, 


will be sent to you on memo. 
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How can you stock enough merchandise to 
meet your customers’ wants and aft the same 
time hold your inventory to a minimum? This 
double-barreled poser is analyzed and answered 
by William Scheibel whose ‘What's What in 
Inventory?" begins in this issue on page 48... 
Want to know what Miss Jane Doe, today's 
typical girl, thinks about sterling silver? See 
page 56... Here's a jeweler who sells a 
watchband to one out of every five repair 


customers—story on page 70. 
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Don't wait for the customers to come to you 


Ideas are the “hooks” that pull customers into your store. 


The magnets that make ’em crowd to your ads, windows 
and counters. They’re so vital to your business, we've 
made them the heart of our business. Columbia Tru-Fit 
Rings are built on a great idea: the exclusive Guardian 
Angel feature. It has no equal in building identity and 
sales for your store. Columbia has ideas about every 


phase of your business from ingenious display to ingeni- 


ous merchandising. We send only Merchandising Men 
—not order takers—into the field to give you on-the-spot 
assistance and recommendations for building your sales 
365 days a year. Write today and we'll send our 


Merchandising Man to your store with all the ideatails. 


COLUMBIA 


TRU-FIT DIAMOND RINGS 


A DIVISION OF AXEL BROS. INC., 134-20 JAMAICA AVE., JAMAICA 18, N.Y. 
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The first essential of a quality expansion band is 
total flexibility—the ability of the band to 
follow wrist movement without stiffness. 


Baldwin's exclusive Floating Action assures this 
total flexibility, with 90 free-floating 

Stainless steel rivets providing effortless liner 
movement. Rigidly attached drawn rivets 
fasten but restrict. Baldwin’s free-floating rivets 
let each link float smoothly and freely to match 
every bend and twist of the wrist. This 
unrestricted horizontal, lateral and vertical 
“total flexibility” means that you never feel the 
Baldwin on your wrist. 


Only Baldwin, in the low price range, is 
100% stainless steel for durability and 
permanent beauty . . . and only Baldwin has 


Floating Action for total flexibility. 
; Action to ¥ y BALDWIN’S EXCLUSIVE FLOATING ACTION 
The free-floating rivet leaves top 


and bottom liners tree for movement in 


Baldwin means Business. 


any direction 


Ask your wholesaler for illustrated pamphlet. 


BALDWIN Bracelet Corp. 


22 West 48th Street, New York 36, N. Y 
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K&B mountings! 



















America’s Finest.. ll ways! 
oe ee 1. better styling .......2.better findings 


lgkuairssohicat ape 3. better workmanship . . . 4. better finish 


in the largest selection offered anywhere. Over 
a thousand styles to choose from. 


* 


When nature’s magic and man’s genius combine to create a 
Stellate S ettin gs diamond of outstanding beauty and quality, it earns the right 
to a mounting of corresponding perfection much as a painting 

utilize four smaller diamonds beneath the earns a corresponding frame. Diamonds of lesser elegance re- 
center diamond for the appearance of twice : ‘ . ‘ 
the size and sparkle. quire every embellishment you can provide to hasten its ulti- 
mate goal, conversion to money. And even more than a frame 
helps the sale of a painting, the mounting promotes the sale of 

Spuctacull im Settin a diamond. Here at K & B, the drive for perfection starts with 
gs the raw metal and continues right up to the finisher’s bench. 

ingeniously utilize ten or more diamonds be- You need the competitive edge we give you. Diamonds set in 
NESE BAG SUTOURTINE INS CANNES CoReNCeN 10 K & B mountings are easier to sell. And they stay sold. Make the 


create the appearance of as much as six y : 
times the size and brilliance. “loupe test.” Compare K &.B mountings with any others. 





Nothing in the world does as much to help 
you sell diamonds as K & B mountings. Ask 
about our FREE mat service. Circulars, dis- 
plays and catalogue sheets available. 


> 


Creators, Designers and Manufacturers of “Perfect Ring Findings’ 


BA anan « RES teicner. 10. 


136 W. 52nd ST., NEW YORK 19, N. Y. Offices in Chicago and Los Angeles 
STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 








EXCLUSIVE! 


PHILCO 


FREE 90-DAY 


WARRANTY COVERS 
PARTS and SERV ag 

















Now America’s most wanted radio is an absolute “natural” for the 
jewelers’ trade! This new Philco warranty el:minates service commit- 
ments— makes radio a problem-free package. For the first time in 


history, you can concentrate on clear, undiluted-profit radio sales. 


NEW PHILCO LINE IS REALLY “*FEATURE-PACKED”’’ AND FULLY GUARANTEED! 











MODEL 758 


LUXURY LEADER — 2 big. selective-listening COMPACT BEAUTY — fresh modern styling SWIVEL BASE — Turns full circle on new 
rich-tone speakers with special “his or and powerful tone. Big 10-inch oval handsome stand. Big, easy-to-read clock 
hers” switch. Completely automatic clock. speaker. Tuning dial softly illuminated. face with luminous hands. Illuminated 
oth clock and radio dials light. Powerful Easy-to-set appliance outlet. A quality tuning dial. Trouble-free printed wiring 
air loop antenna gives superb reception. performer... filled with value and profit! circuit. Packed with “sell-up” features. 


TWIN-SPEAKER PORTABLE —has sec- J | EVERY PART MODEL T S00 <a a , \ | PLAYS ON 
ond speaker in detachable lid : ; GUARANTEED 5 YEARS yo Yar) Wen| PENLIGHT 
Gives an amazing new listening g Pocket-size powerhouse — has a WaAcerrenes 
effect. Plays all 4 record speeds. — B 5 powerful transistors. Slips ’ 
Smart luggage-type cast | @ easily into a pocket. Equipped 
with input jack to connect ear 
button for personal listening. 


LOOK AHEAD... Gad You choose PHILCO> 
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CHATHAM CULTURED EMERALDS 
GQhE tM 


VOGUE 


The March issue of Vogue Magazine will feature 

a full page ad for Chatham Cultured Emeralds. This 

is the beginning of a 1958 consumer advertising program 
made possible by the overwhelming acceptance and 
increased demand for this amazing gem. Vogue was chosen 
because of the enthusiastic response from fashion experts 
all over the country, and because the readers of this 
fashion magazine form a part of a natural market for this 
all-but-natural emerald. When they come into your store, 
you will find that selling these stones is as easy as 
showing them the price; the only apparent difference 
between natural emeralds and Chatham emeralds. 
(Chatham's sell at about one-fifth the price of natural stones) 


Loose Chatham Emeralds are available in all quality ranges, 
sizes and shapes. Close matching of color tones is possible 
because the Ipekdjian collection is the world’s largest. 


Write for a memorandum selection and four color brochure 
"The Story of Chatham Cultured Emeralds.” 


Platinum Bracelet with 
Chatham Cultured 
Emeralds and Diamonds, 


Platinum setting. Distinctive Platinum Brooch, 


with Pearshape Chatham 
J. L. YOUNG CO., Cultured Emeralds and 
N.Y., N.Y. Round Diamonds. 


GOLD BROS. INC., N.Y., N.Y. 


High Styled Cocktail Ring 
with 2 ct. Round Chatham 
Cultured Emerald with round 
and baguette diamonds, 
platinum setting. 


. & F. FELGER INC., 
NEWARK, N. J. 


Checkerboard Ring with 
Squore Chatham Cultured 
Emeralds and Diamonds, 
Platinum setting. 


JONES & WOODLAND, 
NEWARK, N. J. 


fhatham 
Cultured Emeralds a ie Gold settings. 
WM. CHALSON & C r. 


) 





peraldcut Chatham Cultured Emerald 1.10 ct. 
ith diamonds. White Gold setting. 
REEN & CO. JEWELERS, N.Y., N.Y. 


IPE R DJA, i ee. af ae te 


EXCLUSIVE DISTRIBUTORS of CHATHAM CULTURED EMERALDS 


m4 K T Bangk 
580 FIFTH AVENUE, NEW YORK 36, N_ Y. . JUdson 2-0813 ong “ong okyo ngkok 





GIRARD PERREGAUX 
announces _ 


i | [ q | 
[ [ | [ n 
® @ umph of many years of research. 
And for you, it 1s the most sale- 
| | able self-winding watch ever cre- 
ated. Laboratory tests prove the 


new Gyromatic 39 performs bet- 











girard-Perr egeéux 
Rom Tic 














Fo GP, this revolutionary 


watch movement its the tri- 


ter, wears longer, services more 


easily, and responds more sensi- 


® 
tively to the most minute motion 
of the wearer. 
BS 


YROMATIC 39 


Gyromatic 39 will receive the heaviest magazine advertising in GP’s history — 58 big 
insertions throughout 1958. Look for our ads in LIFE, TIME, NEWSWEEK, 
SPORTS ILLUSTRATED, ESQUIRE, NATIONAL GEOGRAPHIC, THE NEW YORKER, 
THE NEW YORK TIMES MAGAZINE and THE CHRISTIAN SCIENCE MONITOR! 
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SALES POTENTIAL UNLIMITED 


Sales of Gyromatic 39 are already booming through- 
out the world. Expect the same reaction from 
your customers when you put it on display. Each 
of Gyromatic 39’s functional jewels is mechani- 
cally integrated into the movement, bringing an 
aura of luxury few customers will be able to resist. 











LIMITED NUMBER OF NEW GP 
FRANCHISES NOW AVAILABLE! 


Because of the development of Gyromatic 39, some 
new Girard Perregaux franchises are available. You 
may be eligible for one in your town. All fran- 
chised dealers get the benefit of GP’s profit protec- 
tion policy. Remember . . . Your profit is fully pro- 
tected because no one can undercut your retail 
price. Whether or not you’re already a GP dealer, 
you'll want the facts about Gyromatic 39...so 
send today for descriptive literature. 


THE “HEART” OF 
GYROMATIC 39 
IS THE GYROTRON 
WITH ITS 7 
JEWELED ROLLERS 


The Gyrotron “heart” combines the functions of 
an automatic clutch and a rotation inverser, solving 
the problem of converting alternating swings into a 
continuous one-way winding movement. 14 jeweled 
roller bearings — 7 in each Gyrotron wheel — are 
harder than steel and have surfaces so mirror- 
smooth, they reduce friction to the vanishing point. 
Thus, clutches, springs, clicks, and rachets which 
wear down and must be serviced, are eliminated. 


LUXURY STYLING — Gyromatic 39 is avail- 
able in many styles of men’s watches starting at 
$125 in durable stainless steel. 


F-10 

14K gold with 
mirror-lapped, 
imported casing, 
$250. 


F-11 

14K gold, 

$225. In 14K 
gold-filled (F-12), 
$150. 


F-14 

Calendar watch in 
stainless steel, 
$135. 


F-15 (shown at upper left) 14K gold-filled, $150. In 14K gold, imported casing (F-16), $275. 
All Gyromatic 39’s are shock-resistant, waterproof, and have 18K gold-applied hour markers. All prices include Fed. tax. 


GIRARD PERREGAUX Fine Watches Since 1791 


610 FIFTH AVENUE, NEW YORK 20, N. Y. 
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IN CANADA: 1405 PEEL STREET, MONTREAL 
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POLISHOOK 


tips the scales in your favor! 


WITH FASCINATING NEW 
66 I? 


DIAMOND RINGS 
Including An Exciting New Sertes of 


Total W eights From “% to 1% Carat 
INTRODUCING THE NEW 


pl Lah 


DIAMOND RINGS 


The fabulous 1958 line of Fidelity diamond 
rings is truly an outstanding collection. 
Radical departures in styling and materials plus 
new advances in diamond quality offer you a 
unique opportunity for extra volume and 

extra profits. Irresistible prices, colorful, 
individual displays for each ring and lifetime 
trade-in guarantee clinch sales on the spot. 

Get geared to go with Fidelity . . . the big, 


all new diamond ring line. 


E] 


-K. POLISHOOK & SON, Corp. 
916 East 45th Street, New York 17, MUrray Hill 7-1664 
Manufacturers of “Everything in Rings’ Since 1898 
Featuring the Trade Names “Lloyd's of New York”, “Fidelity” 


CHICAGO OFFICE: Heyworth Building, 29 E. Madison $1. 
PHILADELPHIA OFFICE: Jefferson Building, 1015 Chestnut Sr. 


POWERFUL SALES AIDS TO HELP 


1 
y 
3 
4 
5 
6 
7 


YOU PRE-SELL & RE-SELL 


Lifetime diamond trade-in allowance 
Individual window and in-store displays 
Diamond guarantee certificate 
Complete newspaper mats 

Attractive packaging 

Planned promotions 


Dependable 24 hour delivery on ‘specials’ 








< Polishook Is Planning For 1958! 


TOPFLIGHT SALESMEN WANTED 


FOR 


J PROFITABLE TERRITORIES 


Capable of Unlimited Earnings 


A shift in our sales force plus an expanded sales program make 
these openings possible. If you are a wide awake, aggressive sales- 
man who knows jewelry and has experience calling on _ retail 
jewelers this is your opportunity to join the fastest growing ring 
firm in America. Entire territory will be turned over. Liberal draw 
against commissions. 


TERRITORIES OPEN: 


|. ARIZONA, CALIFORNIA 
2. WASHINGTON, OREGON, IDAHO 
3. OKLAHOMA, ARKANSAS, TEXAS 
4. MICHIGAN, OHIO, WESTERN PENNSYLVANIA 
5. ILLINOIS, INDIANA, WISCONSIN, MINNESOTA, MISSOURI, IOWA 


K. Polishook & Son, manufacturers of ‘“‘Everything in Rings” has 
been recognized as a respected source since 1698. This reputation 
coupled with our powerful sales aids including: consistent trade 
advertising, window and in-store displays, planned promotions, 
newspaper mats, retail price tags and attractive packaging to help 
you and the retailer pre-sell and re-sell make this an excellent 
opportunity for the right men. 

Qualified men will receive personal interviews. Give complete res- 
ume of past experience, present territory and earnings in first let- 
ter. Please enclose photograph. All replies held in strict confidence. 


ADDRESS: MR. PHILIP POLISHOOK 


K. POLISHOOK & SON, CORP. 


216 EAST 45TH STREET, NEW YORK 17, NEW YORK 
Featuring the Trade Names “‘Lloyd’s of New York’ and ‘‘Fidelity”’ 
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Palladium profit pointers ... one of a series 





Palladium iss ALL-PRECIOUS 


...a tremendous asset when sentiment controls the sale! 


What could be more appropriate than an all-precious _ resistance and strength. And jewelry palladium is an 
metal in a romantic situation ? all-precious metal! 


Jewelry palladium contains 95.5% palladium and Whenever customers come shopping for a bride-to- 


4.5% ruthenium, by weight. Ruthenium... also a be...or for an anniversary... 
rare and expensive precious metal of the platinum when sentiment controls the sale . . 
group... is added to produce a hardened alloy. The that palladium is ALL-Prectous, That it will remain 


alloy then has exceptional working qualities, wear- romantically beautiful for life. 


or any other occasion 
_ remind them 


Palladium is modern... white... light... strong IL). || ' dj | 


...all-precious ... easily worked... nationally advertised. Fe AE EY 
PLATINUM METALS DIVISION THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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Personal Import Plan offers diamonds of every 
description at low Antwerp prices. Orders are 
filled from 1800 vaults at our disposal 


Diamonds come direct to retailer in special 
airmail boxes. Jewelers report success with 
boxes as exotic touch in window displays 


Antwerp Diamond Club certifies weight of each 
Personal Import Plan shipment. All shipments 
insured by Lioyd’s of London 


NOW... IMPORT YOUR OWN DIAMONDS 
DIRECT FROM ANTWERP 


Personal Import Plan cuts red tape, 
brings Antwerp diamonds direct to you 


World's greatest diamond market, Antwerp 
offers world’s lowest diamond prices - prices 
now available to U.S. retailers through Personal 
Import Plan 


Lodewyck van Bercken discovered principles 
of diamond grinding in Antwerp in 1476. 
Antwerp diamond industry still maintains old- 
world traditions of craftsmanship 
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at savings up to 1/3 


Antwerp, Belgium. — If you could 
personally vis:t the Antwerp Diamond 
Exchange you would see at a glance 
why it is the very heart of the world’s 
diamond industry. 

For here you would see, in endless va- 
riety, the world’s finest diamonds at 
the world’s lowest prices. 

No wonder wholesalers and importers 
flock to Antwerp by the thousands, 
spending tens of millions of dollars 
annually for more than half of all the 
diamonds sold in the U:S. 

No wonder, either, that alert jewelers 
all across America are taking advantage 
of our Direct-from-Antwerp Personal 
Import Plan. 


The Personal Import Plan does the 
next best thing to bringing you to 
Antwerp : 7 brings Antwerp to you. 


Under the Personal Import Plan, you 
become in effect your own diamond 
importer. Your cost no longer includes 
the middleman’s mark-up. You get 
your diamonds direct from Antwerp 
at prices anywhere from 1/5 to 1/3 
below what you are used to paying. 


Result : more of your customers at- 
tracted by better diamond buys — and 


up to double the profit for you on eve- 
ry sale. 
Buying diamonds under the Personal 
Import Plan is as easy as buying from 
your wholesaler. There is no ted tape ; 
there are no extra charges. Through 
our special facilities, we handle all pa- 
per work at this end. We also pay the 
shipping, banking and insurance costs. 
All you do ts study our price list, spe- 
cify exactly the diamonds you want — 
size, grade, color, cut — and mail us 
your order (no order is too large, no 
order too small). 
A few days later the postman delivers 
direct to your store your Diamonds: 
from-Antwerp airmail package. All 
shipments are insured by Lloyd’s of 
London — and your satisfaction 1s 
guaranteed. 

Free Price List 
We believe that you, like hundreds of 
other U.S. jewelers, will find in the 
Personal Import Plan just the idea you 
have been looking for to step-up your 
diamond profits, render better service 
to your customers. 
But judge for yourself. Right now, fill 
out and airmail the coupon below for 
free descriptive folder and price list. 


’ 


© JOACHIM GOLDENSTEIN ow” 


Diamond Club - Antwerp - Belgium 


ae 
op 
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Yes, 1 am interested in cutting my diamond costs up to 1/3 by doing my own 
importing direct from Antwerp. Please airmail free descriptive folder and price list. 


STORE NAME... 
ADDRESS 
CITY 


ZONE 


STATE . 


AIRMAIL COUPON NOW 15 ae postage for airmail to ial 
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Wyler hurls this | L — A _ Factory-sealed in 


dramatic challenge— ee _ water-filled 
the only co | | plastic envelopes. 


Gift-boxed 


that dares to be i | with extra metal 


waterproof* watch 


PACKED IN WATER expansion band. 
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incaflex 


WATERAMA 


Wyler Watch Corporation, 131 East 23rd Street, New York 10, N.Y. 





“GUARANTEED AS LONG AS CRYSTAL IS INTACT AND GENUINE WYLER PARTS ARE USED 





PROFIT 
PACKED 


BECAUSE IT'S 


WATER 
PACKED 


JUST SHOW IT... THE PACKAGE IS 
ALL THE SALES TALK YOU NEED! 
Wyler Waterama will bring you more sales at 
more profit! That’s right—not off-price — 
not loss leader se but. sales: at 


t's a watch ~s can't buy throwet 


jewelr Sehannels. ! Hs awatch he'll buy uh ie 


Get back to full profits in watches—with Wy Wyler | 
Waterama and the exclusive “‘Incaflex’”’ story! 











' iy ‘apie spots, dealer aids. 


Wyler 


incaflex 


WATERAMA 


Wyler hurls this dramatic challenge—the only waterproof* watch that dares to be PACKED IN WATER 


*GUARANTEED AS LONG AS CRYSTAL IS INTACT AND GENUINE WYLER PARTS ARE USED 





“We place great emphasis 


on Good Taste, and so we 
stock premier lines of 


Stainless Steel flatware,” 


says Robert J. Sheldon 
Merchandising Manager for the 
China, Glass and Flatware Department 


Gump's of San Francisco, California 


&6 

—— ESS STEEL FLATWARE is designed 
to serve the requirements of modern 
living,” continues Mr. Sheldon. “‘We real- 
ize that when people want finer things 
for their homes, they automatically turn 
to Gump’s. And naturally, Stainless Steel 
flatware is offered by a store serving a 
discriminating clientele. 

“We find that Stainless Steel flatware 
is used primarily for informal living, quite 
often for barbecue suppers, morning room 
and patio dining and meals taken out- 
doors. We carry a variety of patterns, and 
our fast-selling items usually move at the 
rate of 80 place settings a month. Stainless 
Steel is carried in open stock, listed in the 
Bride’s Book, featured in our window sev- 
eral times per year and in our newspaper 
advertising. We have three large indoor 
display cases used exclusively for Stain- 
less Steel display.” 


All over the country, more and more 
jewelers are stocking an ever increasing 
line of Stainless Steel flatware. They have 
found that Stainless Steel flatware is be- 
coming more and more popular with 
young moderns. Why don’t you, too, cash 
in on this growing market by stocking, 
merchandising and selling quality items in 
Stainless Steel? 


Miss Irene Jukich shows prospective 
customer a Stainless Steel carving fork. 
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g\FT 


ey goestion® 


tot you! 


Valentine 








Love is always in season — 
Forstner symbol of love jewelry 
is always easy to sell! 


Perfect for the young-in-heart from teen-agers up. . . that’s why it’s your biggest 
volume seller for Valentine’s Day... for every day through the year, because 
symbol of love jewelry gifts are always welcome! | 

This romantic red heart lace-decorated display will pay off with generous . 
profit when you feature it prominently . . . continually! Holds three bracelets, pin 
and earrings. Three additional bracelets, key chain, pin, earrings and anklet 
complete this assortment, giving your customers a wide variety to choose from. 
All pieces attractively gift-packaged! 


¢ FORSTNER, INC., IRVINGTON 11, N. J. 


Y 
JEWELRY’S NAME FOR Q UALIT Forstner (Canada) Ltd., Sherbrooke, Quebec 
Showrooms: 320 Fifth Avnue, New York 1, N. Y. « 29 E. Madison Street, Chicago 2, Ill. 








12 pieces, including FREE DISPLAY— 
in Sterling Silver ... $66.00 Keystone 
in 1/20-12K Gold Filled . . . $73.50 Keystone 





BAD Se 


WEATHER ‘te 


COMI NG eco . ty eee 


ha \ £3 
STOCK AND DISPLAY Taylor INSTRUMENTS NOW!!! 


Nasty weather is good weather for instrument sales... and your best 
selling season is just around the corner. Make sure you’re prepared 
for those numb-fingered customers, with a full line of high quality 
Taylor barometers and thermometers. They'll turn small spaces 
into high profits. Taylor Instrument Companies, Rochester, N. Y., 
and Toronto, Ontario. *Reg. U.S. Pat. Off. 


“Consul” STORMOGUIDE* Combination gives 
detailed weather forecasts, tells temperature, 
humidity, too. Classically simple design. Plas- 
tic case! Cloud Gray, #2583; Chocolate 
Brown, #2584. $10. 


Taylor’s INDOOR-OUTDOOR THERMOMETER 
is a natural for bad weather; tells both indoor 
and outdoor temperatures from inside the 
house! Simple to install. In Sandalwood Gray, 


#5330, or in Willow Green #5329, $6.95. 


Taylor’s WAKEFIELD PENDANT BAROMETER “Ambassador” STORMOGUIDE Combination Taylor’s WINDOW THERMOMETER hasa 
adds grace to the finest homes. It combines barometer shows barometric pressure, tem- translucent scale background that lets the 
barometer, thermometer and humidity dial perature, humidity. Contemporary styling. magnified temperature column be read from 
a distance—or in poor light. Attractive Green 


in a lustrous red mahogany case with elegant Hand rubbed solid mahogany, brass bezel 
brass fittings. +2472 (available in attractive and base. 9” x 5” x 11%”, #2574, $15.95. Tenite case, stainless bracket. A fast-selling 
light brown mahogany #2473.) $37.50. household item. #5328, $2.95. 
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in sales and profit potential 


REGISTERED 


DIAMOND 





strong national advertising 


Young couples read about Starfire in 
LOOK, SEVENTEEN, EBONY, MISS, MOVIE LIFE, 
TV STAR PARADE, MOVIE STAR PARADE. 


powerful dealer helps 





Young couples are attracted to your store 
by motion window displays, movie playlets, 
TV spots, neon sign, newspaper mat service, 
showcase trays, direct mail literature. 


attractive customer benefits 


_ Young couples desire Starfire’s lovely, 
larger diamonds sold at popular prices . . . 
with trade-in privilege, insurance against 
loss and permanent registration. 








For details, write: A. HW. POND CO.; INC. © SYVYRAGQUSE 2, WM. Ft. 


New standards of attainment 


We, at Arrow, are extremely proud of our 
packaging association with so many 


leaders of American industry. 


In design, in creativeness, in distine- 
tiveness of appeal — and in quality. 
Arrow packages reflect the distinc- 
tion such leadership requires. The 
same packaging service is avail- 
» able to other leaders in other 
industries or to those seeking 


the leadership role. 


se ee PE . 


PARKER PEN Fe Pw " BULOVA 


Leader in writing instruments j . 4 Leader in precision products 


@ We welcome inquiries. 
We will be pleased to have 


| } ° IK a IK ~~ * - one of our merchandising 


Leader in men’s accessories _ 
| representatives visit you 


and discuss your packaging 
plans — without obligation 


BOX MAKERS BY APPOINTMENT TO THE LEADERS OF INDUSTRY of course. 


MANUFACTURING COMPANY, INC. 


567 Fifty-Second Street, West New York, New Jersey © Canadian Plant: 91 Brandon Avenue, Toronto, Ontario 














The VS-390 
vibrograf 


The world’s 
most advanced 
watch and 
clock timing 
machine. Cer- 
tified the most 
accurate pre- 
cision instru- 
mentin its field 


The simplest, fastest and most economical machine to operate 
The most versatile microphone for every application 
The one machine with unfailing accuracy under al! conditions 


Vibrograf is used in the finest schools of watchmaking and 
used as an example in the great textbooks of horology 


Eight out of ten watches you repair or sell were made and timed on Vibrogra 
Nation-wide sales and service—unconditionally guaranteed 


Mail this coupon today 


Vibrograf Corporation, 730 Fifth Avenue, New York 19, N. Y. 


a Arrange a demonstration at my work bench CT) Please send additional information 


NAME 





ADDRESS 








CITY 








Jewelry and gift 
advertisers can reach 
their biggest market 
in one magazine 


| ; ] . 
Reader’s Digest reaches '/; of 


all people in families with incomes 


of $7,000 a year or more— 
the people with “extra buying 
power” who spend more on the 
luxuries of life 


B, what yardstick do you 


evaluate an advertising medium for your product: 
The following measurements show why advertisers 


spent 52°, more in Reader's Digest in 1957 than 


they spent in 1956. 


Family spending: A single issue of the Digest 
reaches one of every three people in homes where 
twocars areowned,in homes where stocks and bonds 
are owned, and where family spending is highest 
for the luxuries as well as the necessities of life. 


Circulation: Starting January 1, the Digest’s 
advertising rates will be based upon a circulation 
of 11,500,000. The Digest has the country’s largest 
magazine circulation—larger than the next two 


magazines combined. 


Audience: A single issue reaches over 32 million 
Americans, including 17 million women. It reaches 








more women, and more men, than any other maga- 
zine, including those edited expressly for women. 


Circulation concentration: 82%, of the Digest’s 
circulation is concentrated in the nation’s top- 
quality markets—where you find 82.7°% of the 
country s buying power. 

And Reader’s Digest offers you the greatest 
extra value of all: [he faith of its readers—the 
kind of faith that creates a climate of confidence 
for your advertising message. More and more ad- 
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Jewelry retailers—as well as their 
customers—have faith in Reader’s 
Digest. \ recent survey show ed that 
38% of retail jewelers read the Digest 
regularly. Among both retailers and 
customers, the Digest 1s America’s 
favorite magazine. 


vertisers are learning that this kind of faith leads 


people to action. 





People have faith in 


For an analysis of how Reader’s Digest covers 

your best prospects call the Digest office nearest * ° 

you. In New York, call MUrray Hill 4-7000; in eaders Dj e ST 
Chicago, WHitehall 4-2544; in Detroit, TRinity 

5-9600; in Los Angeles, OLive 3-0380; in San 
Francisco, EXbrook 2-3057. Or write to: Reader’s Largest magazine circulation in the U.S.— 
Digest, 230 Park Avenue, New York 17, N. Y. over 11 million copies bought monthly 
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Planning a STORE-WIDE SALE? 


A Complete ne tl Package $ FOR EVERYTHING 
... so you can DO IT YOURSELF!” YOU NEED TO RUN 
ANY KIND of SALE! 


YES! RUN YOUR OWN SALE! 
Sample Full-Page Adv (Reduced) 


More than 5,000 Sales-Aids and Timely Ideas [> yume STOCK LIQUIDATION SALE 

sure to draw Crowds Ze BIBI HOTICE! «S002 0N THE PREMISES: EVERYTHING4-5°C0! mam 
We can serve you with several hundred of the hottest ITS THE WILDEST PRICE PANIC #CITYS EVER SEEN! # 
traffic items, including advertising “copy,” that will help s » aes WATCHES! JEWELRY: game 


make your sale a huge success! 


we OCRIFICED! me 


. AT NEVER -TO-Bk FORGOTTEN SAVINGS! THIS 15 THE OPPORTUNITY YOUVE BEEN WAITING FOR” 


@ 
Consult us in confidence. We can refer you to a number f WE WERE WRONG~ WE ARE SORRY [" 
of Jewelers who have run Successful and Profitable Sales ashy — eg ye hy ter are 


, Up—Now We Are Forced To Liquidate This New Guaranteed Stock At 
with our service. Write, wire or ‘phone for details! i DISCOUNTS inl TO 75% maar 
No town too small for a SUCCESSFUL SALE! | Ot Course Your Cre On Hand Creat Stock Liquidetion Sale At GFT? 
We can recommend Experienced Sales Supervisors at HET: JOA _M. TOMORBOW - .- THURSDAY ie 


nominal fee — upon request! DIAMONDS ron || WATCHES 
1-Day, 3-Day, or 30-Day Sale Lif 

We Can Be of Help! 

ALL THIS AND MORE! 


A COMPLETE SALES PROMOTION ADVERTISING 
MAT SERVICE, FLEXIBLE FOR ANY KIND OF 








SALE] HUNDREDS OF SIGNS, PENNANTS, BAN- 

NERS AND SHOW CARDS TO DRAMATIZE YOUR SPECIAL! 
EVENT! DIE CUT DIAMOND RING AND STONE : 
RING SPECIAL SALE CARDS 200 INCLUDED! 


ANA NAMM Mammy ARTICE Guo’ *- NOT GOING BUSINES 


meme | SF EATUA 


DIAMOND MERCHANDISE CONTEST, DOOR GtAG BOREL | | 
OPENER GIMMICK, TRAFFIC STUNTS, CROWD enemy y 
GETTING IDEAS! COMPLETE SURPRISE PACK. Naw’ 
“pore * BARGAIN 


AGE MYSTERY BOX PLAN WITH MATS AND 
HOW TO SELL ‘EM BY THE THOUSANDS! A 
DIRECT MAIL LETTER WITH COPY AND MAT; 
FREE GIFT OFFER, LUCKY PENNY IDEA, BUSHELS | Ce TTTEAT {VERY PURCHAS! oven ee ae ee Or eee 


You, too, can aud ana store with custom ers. a cone They saw! they bought! 








J. BIELER PROMOTIONS Walaa Dutabtn 


29 East Madison Street (Heyworth Building) Chicago 2, Illinois - ALL PHONES: RAndoiph 6- 
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DISTINCTIVELY DESIGNED FOR THE DISCRIMINATING 





2 BEL / 
v£&D FOR THE HAWN 4lovéeo Se 












Wanwo CAR 








| MATCHED WEDDING RING SETS 





Barel Bridals are Hand Carved Matched Wedding Ring Sets of 


unmatched pride and everlasting beauty. 


Each one is daringly designed to distinguished its wearer. Each one 


is genuinely Hand Carved with the meticulous craftmanship that is 






traditional with renowned jewelry designer Fred Barel. And each 






one is a prestige-builder that sparks new sales, 






insures repeat customers. 





at 


The Barel signature (A appears in the 





shank of every ring, to assure you of a 






genuine Hand Carved original. 





exclusively designed by 


gubldn 


Sold directly to the retailer 
by the manufacturer 








Free mats available 
upon request. 







24-Hour Service on all Special Orders 





BRIDAL RING COMPANY, INC., 87 nassau street, NEw York 38 
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JANUARY 
BAND OF 
THE MONTH 


Men's bands are made in many handsome designs with straight or 
curved ends to fit any style watch. Available in {/20th l0kt. Gold 
Filled or Stainless Steel top shells. 


Ask your wholesaler to show you our complete line of men’s 
ladies’ and children's watchbands and expansion idents. 


WATCHBANDS INC. 


NORTH ATTLEBORO, MASSACHUSETTS 





Remembrance 
Bracelets 


in a wide variety 





te of chain designs 
—_~. iW Tell tele) i-Mle 
— Sterling Silver * 1/20-12 K.G.F. 
<> 10K and 14K 





ory SOLD THRU LEADING WHOLESALERS 


AUTOMATIC CHAIN CO. ¢ Providence, R. I. 
NEW YORK + CHICAGO «+ LOS ANGELES 














MASON 
MAILMASTER 


The originai fastener 
mailing box 

Exceptional strength, 
sturdy construction and 
light weight make Mail- 
Master the ideal mailing 
box for fast, easy ship- 


Write for illus- 
trated catalog 


with prices of all ping. 


Mason MailMas- 


ters. 


THE OWL Box co. 


523 MT. HOPE STREET 
ATTLEBORO FALLS, MASSACHUSETTS 





» 


Taelat-meclale me dt t-i-) ie 
pReome Ge cre) Mom ai, ies 


Genuine onyx initial ring with 
interchangeable initial. 
No. R328/1 
$30.00 each Keystone 


Eastern Star with synthetic stone 
points. 
No. R822 
$18.00 each Keystone 


IRONS & RUSSELL CO. 
PROVIDENCE * RHODE ISLAND 


Emblems since 1861 
through your Wholesaler 





NOW 


ADVERTISED IN 


START THE NEW YEAR RIGHT WITH 
NATIONALLY ADVERTISED LaMODE 


me : ia 
ATTLEBORO, MASS, 


pe e | ry 
of the Won th : 


Catamore Rosaries 
handsomely crafted of pre- 
cious sterling silver and the 
finest rosary beads. Distinc- 
tive . .. beautiful original 
designs. Sales are bound to 
increase—and profitably. 





R320/8 Sterling, Men’s 
black round bead ro- 
sary. Retails $8.55. 

















everlasting beauty- 
everlasting quality 





ey-y-\0p avae-lale Mm ola lit-laler= 
at a moderate price 


Lig 


1311 LOMBARD STREET, PHILADELPHIA 47, PA. 
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ntroducing the exclusive T.I.C. Plan 


A STAR-STUDDED PLAN THAT MUST 
SELL MORE DIAMONDS FOR YOU! 


PWN Kel 4: 


hr 


by 
GOLDSTEIN-GERSON 


stein- 50 1, famous for the most complete. 
lection Of “Tiffanies” mountings, now introduces 
the exclusiv 2 and revolutionary T.!. C. Plan. 

For the first time, you can have all head sizes, all head 
variations, all style variations, in all price ranges at all 
times, and never have to worry about ‘‘dead stock.” 
What is more, the T.1.C. Plan does not cost you 
one cent extra! Be sure to ask your Goldstein-Gerson 
representative about this fabulous plan that means 
greater profits for you! Do it today! 


SOLD. THROUGH WHOLESALERS ONLY! 


Goidstein-Gerson co.,inc. 
/he Touse of Frhdadle 130 WEST 46th STREET, NEW YORK, N.Y. 


West Coast: 448 South Hill Street, Los Angeles 13, Cal. 
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Introducing a revolutionary diamond mounting! 


THE MOST BRILLIANT NEW 
MOUNTING THAT SYMBOLIZES 


THE SANCTITY OF MARRIAGE — 


“Cathedral | 


Va EEE, 


CREATED 
AND PRODUCED 


ONLY BY 


Goldstein-Gersony 
(he Wouce of Vishlatle , 


Even the finest art work 

cannot convey the brilliance | 
— the customer appeal — 9 
the sales potential of — 
‘“‘Cathedral’’ Mountings by 
Goldstein-Gerson. Here is 
everything you need to sell 

and profit. See your 

wholesaler at once! ail 





SOLD THROUGH WHOLESALERS ONLY! 


0 Goidstein- Gerson rote Pa ial er 
Vhe Toute of Fuhiaile 130 WEST 46th STREET, NEW YORK, N.Y. 
West Coast: 448 South Hill Street, Los Angeles 13, ¢ i. 
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ifias Watch 


Tenth annual Service 


presents the 


as an authority on 


Plan now to include your 


GET READY FOR “WATCH INSPECTION TIME”! 
BIG NEW RESEARCH STUDY INDICATES 
HOW TO STRENGTHEN YOUR SERVICE DEPARTMENT 


There’s nothing that sells like service. The new 


research study shows that jewelers can build customer 
confidence by offering the best possible watch repair 
service at the fairest possible price. Consumers them- 
selves say that they are most influenced by reliability, 
honesty, specialization. Your Service Department can 
remind customers that the jeweler is a better, more 


sper ialized merchant than all non-jeweler competitors. 


EXPLAIN REPAIR 
COSTS 


USE GENUINE 
REPAIR MATERIALS 


ADVERTISE YOUR 
SERVICE DEPT. 


Doctors explain operations. Why don’t you? 


‘Jo understand how expert, how skillful, a watchmaker 
must be, people need better understanding of watche.. 
So, it’s vital to take the mystery out of servicing watches. 
This means explaining to the customer what needs to 
be done and why. Above all, explaining the costs. And 
then, pointing out to the customer that your Service 


Department uses nothing but genuine repair materials. 


* 4n independent study of the entire “U.S. Watch Market Today,” sponsored by The Watchmakers of Switzerland. 


Cartoons come from the slide film, as titled above, being shown to jeweler audiences. 





Inspection ‘Time, March 10-22. 


Department promotion 


watchmaker to the public 


fine jeweled-lever watches. 


store in this national program ! 


Watch peepaattnn Staves, a time to sell. According 
to the survey, one out of every three adults who own 
a watch wears one that ts at least ten years old. Here is an 


opportunity for the watchmaker to help sell a modern 


jeweled-lever watch—by “selling up” at the bench. He 


needn't hand over his loupe. He can hand out expert 
advice—about the new features in modern watches. And, 
even more important, he can make clear why the 
jeweled-lever type of watch is the kind that can be 


repaired and kept in good running order. 


Coming to you 

by the end of January: 

complete details 

about your tree 

Watch Inspection Time 

live-action window display, 

nats for newspaper ads and mailer, 


plus instruc tions tor ordering. 


“For the gifts youll give with pride, 


let your jeweler be your guide” 
B ataall ; 2 


fi ine 


( ay THE WATCHMAKERS OF SWITZERLAND — A FEDERATION OF THE MAKERS OF Se Wel Cu be 1-7} 


“May eS” 
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Ballou *67 Ear Clip 


U. S. PAT. D-156452 : 


Earrings by Jomaz 
” - Joseph J. Mazer & Co. 
No. 67 CLIP (74 actual size) 
ACTUAL SIZE ACTUAL SIZE 


Makes a difference on earrings 


Artistically designed Ballou ear clips are popular SOLD TO THE MANUFACTURER 
with jewelers everywhere. Their quality construction 
gives just the right tension for security, yet offers 
maximum ear comfort. Available assembled or unas- 
sembled. No. 66 (2/3 size of No. 67) recommended 
for the gold manufacturer. It will pay you to insist 
on Ballou findings. 








B. A. BALLOU & COMPANY, INC. FINDINGS — 
61 Peck Street * Providence 2, R. I. The Foundation of Good Jewelry 
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This Symbol 


... heralds the start of the International Gruen 
Guild of Fine Jewelers... A milestone in modern 
merchandising. 






































The International 
Gruen Guild of Fine Jewelers 


This symbol will mean the guarantee of profitable watch 
selling — for members of the Gruen Guild because it 





1. Protects your watch profits. 


2. Insures your dollars invested in Gruen watch 
inventory. 
9 


3. Protects you from non-jewelry store outlets. 


1. Insures faster watch turnover. 


Realistic? Yes — and guaranteed as well. 
















































































he Gruen bui 


A great new plan sparked by solid, profitable promotions... 
unusual sales helps. And the watches you feature under the 
Guild plan are quality products from the most modern watch- 
making plantin all Switzerland...Gruen-—The Precision Watch®! 




















FIRST IN THE NEW GUILD SERIES 


THE GRUEN GALLERY COLLECTION OF FINE WATCHES 





P P OAR PK Ty 7awe Tra. ew = i 





sia 
—— 
wr 
2 | 





6 ladies and 6 men’s watches — set in luxurious velvet—framed in a 
background of rich antique wood. This magnificent watch tray — and 
motion display, plus 2 single watch frames ... and your window has 
prestige and sell-appeal, to bring profitable business into your store! 





VALUE PRICED 
PLUS MAILERS 
a complete Window 
and In-Store Promotion Kit 


FREE! 





PROFIT INSURED 


SDORGF 


















































Ln 


a 
tind Out now how you can join—and profit—if 


you become a member of the International Gruen Guild of 
Fine Jewelers. You owe it to yourself—and your business. 


Gallery Collection 
») of Fine Watches 


gverem Migs 


Yes! I’m interested in receiving immediate in- 

formation on how to join the International 

Gruen Guild of Fine Jewelers and the first in 

the series of promotions. I expect to receive as : 

a free gift from you the pocket size Gruen for this Free 

watch repair kit. 
repair kit of 

NAME : watchmakers’ tools— 

STORE NAME ; with our 


city ZONE ___STATE compliments 


(return address) The Gruen Watch Company 
630 Fifth Avenue 
New York 20, New York 


Detach this insert for your profit file! 








BUY 


Y pSURPLUS TOCK 
OUR STO 


Ship your Surplus Stock to us Railway 
Express. Our check goes out at once, 

merchandise held intact until you accept it. 
We pay all shipping costs. 


ommission basis 


liquidation sales on a 





cash buyers of manufacturer's 
and jobber’s stocks 








TREET 

38 BROMFIELD S 

BOSTON, MASSACHUSETTS 
Telephone HAncock §-3233 


America’s most complete service in cash buying or liquidating jewelry stores and stocks 
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SPRING SPECIAL! 


NEW 8-Cup 
Chrome 
on Copper 


UNIVERSAL 


pam 
Jey ( 


a *19°° value at 
an unbelievable 


14% 


for a Limited Time Only 


This new model of the famous Coffeematic will be 
available at a bargain price that no one can resist. 
Coffeematic quality chrome-on-copper with the 
Flavor-Selector .. . new styling but with all the extras 
that have made Coffeematic the fast selling leader. 
Don’t miss a single day of quick profit by failing to 
stock this terrific bargain now. ORDER TODAY! 


ANOTHER DEMONSTRATED VALUE 


in UNIVERSAL’S BIG SPRING 
OPERATION LANDSLIDE LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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watch for 


a 
revolutionary 


new idea 
to build your 
diamond sales 
and profits 
Pe 





Wait for your authorized FEATURE Ring wholesaler now enroute to you with complete details! 


or write FEATURE RING CO., INC.,130 WEST 46TH STREET, NEW YORK 36, N. Y. 


Feature Lock, Acceptance, Feature-gio and Gem-on-Gem are registered trade marks of the Feature Ring Company, Inc. Feature Lock U. S. Pat. £2507348 and others. Gem-on-Gem Pat.- #2774231 





Assorted. 
Charm 


Displays 





All displays shown 
approximately ¥% size 
® Birthdays, anniversaries and special events 
are splendid opportunities to sell charms. 
This lovely display of movable sterling silver 
charms will definitely increase your 1958 


sales. 


Here are 12 of the most interesting movable 
14 karat gold charms set up on a beautiful 
counter-merchandise display which will defin- 
itely attract the eye and increase sales. % 


@ A beautiful display of 24 sterling silver 
charms that will definitely give you the 
variety you want to increase your sales. 


These displays of charms in 14 karat gold 
and sterling silver will give you the variety 
and quality you want to continually build 
a profitable charm business with your cus- 
tomers. Purchased in boxed displays of 12 
or 24 or purchased individually, if desired, 
you are assured of the best when you buy 


Fisher. 


Charms may also be had in 40 in tray. 
Order now through your wholesaler. 


J. M. FISHER CO. 


ATTLEBORO, MASS. 
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MONE 
specially 


THEA 


Ladies’ cord dress watch; 


MINDY page wee 
yellow 10K rolled gold plate 


Ladies’ cord dress watch; 17-jewels, ease with stainless steel back. 


White or yellow 10K rolled gold plate 
case with stainless steel back. 


AQUATEEN 
BUCCANEER mes QUAT EEN 


, sss unbreakable balance staff and mainspring, 
Waterprooff, 17-jewels; guaranteed unbreakable sgn sichittes 
bal bolt end mainencing clr aeaal chrome steel back, shock resistant, 
ance staff an ainsp , chrome stee ; : ; 
— ; = i & , anti-magnetic, dust proof, with leather strap 
back, shock resistant, anti-magnetic, 
dust proof, with leather strap. 


*Order now for quantities are limited to present supply of these watches. Watches will revert to higher list prices when present stocks are used up. 





t provided case unopened, crystal intact 


a “ie low prices 
enemies | Will boost your 
January-February 
volume! 


Mindy eS 


Address 


Store Name | 
City Zone State | 
' 


| 
| Name 
| 
J 





VANITY 


17-jewel ladies’ cord 
dress watch; guaranteed 
unbreakable balance 
staff and mainspring, 
shock resistant. Case 


MODE 


17-jewel ladies’ cord dress watch; guaranteed 
unbreakable balance staff and 


mainspring, shock resistant. Case is 10K 
rolled gold plate with stainless steel 
back, available in white or yellow. 


is 10K rolled gold 
plate with stainless 
steel back, available 
in white or yellow. 


SEAMAID 


AQUAMEDICO 


Waterprooff, 17-jewels, guaranteed 
unbreakable balance staff and 


mainspring, chrome steel back, 
anti-magnetic, shock resistant, dust 
proof, with leather strap. 


Waterprooft, 17-jewels, guaranteed 
unbreakable balance staff and mainspring, 
chrome steel back, anti-magnetic, shock 
resistant, dust proof, with leather strap. 





‘Order now for quantities are limited to present supply of these watches. Watches will revert to higher list prices when present stocks are used up. 


| prorided case Nnopened, ¢ : 1! intact 


these lower-than-ever [<x wae oe 
prices guarantee 

big January-February 

sales! 


Please send me the following Croton watches: 
Mode Vanity 


Aquamedico 


PLEASE PRINT 


Store Name 
Address 
City Zone State 


| 
| 
| | 
| Seamaid | 
Name . 
| 
| 

| 





ce Mc 


MONE 
specially 


VANGUARD 


Waterprooft, self-winding watch, 17-jewels, 
guaranteed unbreakable balance staff and mainspring, 
chrome steel back, anti-magnetic, 
shock resistant, dust proof, with leather strap. 


*Order now for quantities are limited to present supply of these watches. Watches will revert to higher list prices when present stock 





t provided case unopened, crystal intact 


CROTON WATCH CO. 

404 Fourth Ave., New York 16, N. Y. 

Please send me the following Croton watches: 
V anguard 


AQUAMATIC LADY 


Waterprooft, self-winding watch; 17-jewels, 
guaranteed unbreakable balance staff and mainspring, 
chrome steel back, anti-magnetic, 
shock resistant, dust proof, with leather strap. 


rs are used up. 


==_------===7j low, low prices 


imean big, 





Name 
Store Name__ 
Address 





Zone____ State 


“tbig volume in 











City 





re ce re es es ee ee ee 


| January-February! 








10 ways for you to increase traffic during 
January and February. Sell these quality 
Croton watches—they’re priced as low as pos- 
sible to roll up your greatest off-season sales! 


order now! 





CROTON WATCH COMPANY 


404 Fourth Ave., New York 16, N. Y. 








ao 


; you have 
3 to do to impress 
your Ristomers, Mr. Retailer? 


- 


Not if you make the most of manufacturers’ famous brands! 


All the neon lights and fancy top hats in 

the world won’t sell a pig-in-a-poke. 
What sells your customers on you is the 
consistent quality of your products. And 
BE A BRAND NAME RETAILER-OF-THE- YEAR the best way to insure that is to stock and 
You can win retailing’s most coveted award feature manufacturers’ famous “‘Brands 
for your brand advertising and promotions. that have made a Name for themselves.” 
weal erences, AB -snony — public- The power, prestige, and reputation for 
; quality the manufacturer must build into 


his name are automatically yours. They 
. INC. give you status and importance to match 
anyone else’s—and then some! 


“Manufacturers’ famous brands make your selling easier. Put vour money on Brand Names. Your 
437 Fifth Avenue e New York,N. Y. customers do. 
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1,000 see fabulous Traub Collection 
in Shirk Jewelry store showing 








“Chosen hy 


FEATURES A MATCHLESS DIAMOND FROM THE 


TRAUB 7 a P 


AUTHOS(EEG BEAL TO FSR ORAEOE BLOREO® a1HGt 


This rich-looking certificate, identifying Traub 
Collection diamond, goes to every buyer. It’s also 
blown up and laminated for counter display. 


Make 5% extra profit by advertising Orange 
Blossom. Spend up to 5% of what you've paid us 
on the year’s purchases. Send us receipted bills— 
we ll reimburse you in merchandise. Keystone it 
—mark it up any way you like—the profit’s yours! 


é "sy 


Style 597 
E.R. $110 
W.R. $23.50 


OAS yocial es He dst. / 


SUGGESTED RETAIL PRICES INCLUDE F.E.T. ASK TO SEE THE FINE EMBLEMATIC AND SPECIAL- 
ORDER JEWELRY MADE BY OUR SCHUMER BROS. DIVISION 
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‘Best selling idea yet,” 
says Jim Shirk. 
“This Orange Blossom promotion 
really pays off!”’ 


“Our special showing pulled prospects from as far as 75 miles 
away, says jeweler Jim Shirk. “Not only did we sell Orange 
Blossom Rings—we also got terrific response from hundreds of 
potential customers. The idea of the Traub Collection proved 
tremendously appealing to them.” 

Yes, the Traub Collection is fabulous! Backed by national adver- 
tising, promoted and displayed to prospective brides everywhere, 
it’s making Orange Blossom the easiest-selling line of fine rings in 


the field. Want to cash in on it? Clip and mail coupon today! 


Traub Manufacturing Co. 
Dept. T-81 


Style 240 
E.R. $275 1934 McGraw, Detroit 8, Michigan 


W.R. $100 


Please send me full details on Orange Blossom’s 
complete new selling plan. 


Name 








Firm 





ee a ee ee eae ae ae ae ae ae aes 


City Zone 











IN ONEIDACRAFT DELUXE STAINLESS 


AMERICA’S BEST-SELLING. MEDIUM-PRICED STAINLESS 


We predict Shasta will be the largest-selling stainless pattern in the 
medium-priced field. The beautiful flowing outline and _ scroll-tip 
design distinguishes it from any other stainless pattern on the market 

. will lend elegance to every table. In an actual coast-to-coast survey 
of competitive stainless patterns, women chose Shasta as number one 


even over more expensive patterns. Order Shasta* now and take 
advantage ol its potential sales strength. Available through author- 


ized distributors. Only $4.75 for a 6-piece place setting. 


Shasta Oneidacraft Deluxe Stainless 


is your greatest profit maker! 


Surveys and sales records prove the great popularity of this fine- 
look so much more expensive. And 


quality stainless that’s crafted 


customers want the quality extras: forged knife blades that wear or 


oraded weight with more metal pressure 


water can't loosen 


points, heavier weight that feels substantial. 


"ZL hlat.”) 


~Stainces? 


crafted by ONEIDA SILVERSMITHS 


makers of distine {iv¢ tahlex are 


IRLOOM” STERLING COMMUNITY”* SILVERPLATE ONEIDACRAFT” 


*TRADEMARKS OF ONEIDA LTD, ONEIDA. N.Y 
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WENTIETH-CENTURY CELLINI: Re- 
‘| nato Signorini of Kome is master 
of an art which had been lost to the 
world fon He his 
sculptures not in wood or stone but, 
like the artists of the Renaissance, in 


centuries. carves 


gold, silver and vermeil. 
Portrait statuettes 
specialty. In them he 


and are 


making 


busts 
his 
moves through six 
from clay model to finished product. 
The last stage, perfected by himself, 
is the coating of silver with 24-karat 


laborious stages 


id applied with mercury. 
Signorinis work has been exhibited 
not only in the chief Italian cities but 
also in the famous Goldsmiths’ Hall 
of London and in Tiffany’s store in 
New York. 

The Tiffany show, held in October, 

Boothe 
Colonna, 


«? 
rn! 


included portraits of Clare 
Luce, Princess Ginevra 
Countess Bismarck and Audrey Hep- 
burn. 

Among religious 
frieze of the Nativity, a group of “St. 
Francis Feeding the Birds,” a series 
of ‘Madonna and Child,” a staute of 
Pope Pius, and a_ gold-and-silver 
statue of Queen Elizabeth II. 


The young queen sits on the throne 
in her coronation robes, with ermine 


pieces were a 
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SPEAKING OF THE JEWELRY TRADE 


cloak and oem-encrusted cown. \ 
jewelled crown sits on her head, and 
she holds the traditional scepter and 


orb. 


6" AG—A 

ago a 
went into Tiffany’s and asked to see 
some rings. The salesman, not much 


WAGS GAG: Some 


queer-looking 


years 


character 


liking his appearance, signaled to a 
euard. Then he began getting out 
trayfuls of rings. 

The 
with everything. He spoke not a single 
word, All he did Was look cross-eyed 


customer seemed displeased 


and make hideous faces at the sales- 
man and the merchandise. 

At the end of a half hour, he turned 
and bolted for the door. Before he 
reached it, he went sprawling, and out 
of his clothes cascaded hundreds of 
diamond rings. 

A dozen men jumped him. A dozen 
more scooped up the scattered rings. 


Not one of them was Tiffany s. They 


were paste imitations from Wool- 
worth’s. 

Hauled the 
for an explanation, the strange indi- 


vidual only continued to shake his 


ofhice 


into manager s 


head and scowl and cross his eyes. 
Finally he was escorted to the door 
and told never to come back. 
Tiffany's did not know his name 
until long afterward. It was Harpo 


Marx. 


_ HAIR ON OUR CHINNY-CHIN- 
CHIN: These whiskery facts were 
supplied by a JC-K advertiser who 
manufactures electric shavers: 

A man’s beard is a very complex 
chemical convention of hydrogen, 
oxygen, nitrogen, carbon and sulphur. 


The 30.000 


hairs on his face. every one of which 


average man has about 
grows about one fiftieth of an inch 
a day. 

If it were possible to confine beard 
growth to one single whisker it would 
grow 50 feet per day. 

A beard is thickest just underneath 
the nose where there are as many as 
800 hairs square Beards 
tend to grow more heavily in summer 
A single whisker is about as 


per inch. 
time. 
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TO MAKE THIS YOUR 
BIGGEST PEARL YEAR-= 


MDeltah SPONSORS THE 


BERT PARKS 
‘BANDSTAND SHOW 


BROADCAST OVER (bk COAST-TO-COAST 


re jewelry selling months! 








PLUS NATIONAL ADVERTISING IN 


« \PHOTQE LAY 
SCM MY | 


Tie-in with Deltah’s “Spring Collection” of 
magnificently simulated pearls— 
beautifully packaged, easy-to-sell styles 
8 necklaces and 2 necklace/earring ensembles retail $104.70 
Your cost 44.70 


$ 60.00 
including FREE BONUS — 3 necklaces — extra clear profit 10.50 


your cost only $44.70... brings you this generous profit $70.50 








{ with Deltah’s “Spring Collection” 
ms FABULOUS NEW COUNTER 


SELLING AID- 
The handsome Deltan hand mirror eC 1. t rs Fi h 


that tells women who come into 
your store — ‘See how the GLOWING SIMULATED PEARLS 
BEAUTY OF A DELTAH NECKLACE 
\ EMPHASIZES THE ALLURE OF YOUR NECKLINE” 


HELLER DELTAH, Inc., 411 Fifth Avenue, New York 16, N. Y. 


AT BETTER JEWELERS 








strong as a copper wire of equal di- 
mensions and gets tougher as it turns 
gray and then white. 

There is no truth to the belief that 
shaving increases hair growth and 
What happens is. as a 
man gets older his hair thickens and 
This 


tinues throughout life. 


W HEN COUNTING TEN WON T WORK: 
Last ‘ 


Indians have a method of 


coarseness, 


coarsens slightly. process con- 


their own to dispel anger. They use 
“anger stones.” 

When a murderous impulse seizes 
them, they pull out their stone and 
rub it between thumb and forefinger. 
The anger goes out of them and into 
the stone. By and by, after repeated 
use, the stone acquires a high polish 
and its calmer-downer potency is said 
to increase. 

Myron Everts, well-known jeweler 
of Dallas. has borrowed the pleasant 
Far Eastern custom and made of it a 
promotional stunt. He _ gives 
the visitors to 


eood 


anger stones to his 
store. 


He collects that 
trod upon in early days by the moc- 


local stones were 


casined feet of placid Wichitaws. And 
then he further seasons them for their 
use by having them professionally 
polished. 

He carries a bunch of them in his 
pocket and hands one to each cus- 
tomer. People are delighted with 
such a handy amulet. 

Sometimes the stones do Mr. Everts 
eood service on the spot. Used on an 
irate customer, he says they definitely 


make the caller’s choler cooler. 


_— THE RICH GO BROKE: They 
don’t head for the nearest “sign 
of the balls.” 
Kaskel’s. 

The firm Kaskel & Sons 
on West 57th New York. is a 


pawnshop for the wealthy, and many 


three They so to 
of Paul 


i, 


there be that use its services. 

A smartly dressed lady hands over 
a diamond necklace and _ receives 
$2000. She has overdrawn her check- 
ing account. “Don't let my husband 
to the clerk. He 


Her husband 
‘“*hocked” a ring the week before to 


know. she 


smiles to 


Sa ys 


himself. 


pay a gambling debt. 


Mr. Kaskel finds that most men 




















~ 


awe UW 
TOWNSEND 








Let's see—at $10 down and $5 a month you could make the 
last six payments out of your social security." 
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making $1000 a week live up to thei 
salary the same as a man making 
only $75 a week. Thats one reason 
they get in jams. 

An $90,000 — to 


build a new home because a competi- 


executive needs 
tor has one. He borrows the money, 
but when the time comes to pay, he 
is deeper in debt than ever—he has 
had to entertain his new neighbors. 
He brings his wife in to Kaskel’s and 


peels off her ermine wrap and her 


jewels, one by one, until he has 
enough. 

Sometimes men from out of town 
visit the New York high spots and 
use up all their cash. They don't want 
to write a check because they don't 


want their wives to know how much 
they ve spent. So they pledge some- 
thing at Kaskel’s. 

There are many steady customers. 
One SO00 on a 
sapphire ring whenever he goes to the 
races. If he wins, he redeems the ring 
the next day. If he loses, he doesn’t 


man borrows star- 


visit the track again until he does 
redeem it. Then he starts over again. 

Last year Kaskel’s made more than 
15.000 loans, totaling $24 million 
and including $50,000 for one item. 

Mr. Kaskel is the only New York 
pawn broker who is a member of the 
Fifth Avenue the 


Better Business Bureau. 


Association and 


fee BITE BEAUTIFUL: Sheik Ab- 
dullah al Zawir of Arabia recently 
had his dental plates made in_plati- 
num and studded with diamonds. 

When Abdullah’s secretary ordered 
them in Paris, Jeweler Arnaud Clerc 
never batted an eye. He’s accustomed 
to making mad merchandise to order. 
He had the teeth fitted by a Yemen 
dentist and returned to him for set- 
ting. 

The diamonds are worth $450 
apiece. They are cut in a special way 
so as not to slice the sheikish lips dur- 
ing eating. 


aan OF NEWs: In two recent con- 
secutive issues of JC-K, 377 retail 
jewelers and 260 retail-jewelry stores 


were mentioned by name. ‘That’s 


people and places aplenty. 











Once a man’s financial stand- 


ing was gauged by the number 
of cattle he owned... 














What’s selling? What’s lagging? What’s on order? Which lines 

are hottest? Which should be closed out? A sound system of 

records will keep you constantly aware of the pulse of your busi- 

ness. This begins a series of important articles, explaining the 

theory of inventory and stock control. Later articles will recom- 

mend forms based on time-tested methods used successfully by 
large and small jewelry stores 


WHAT’S WHAT IN 


by Willia m Scheibel THE AUTHOR—Mr. Scheibel wrote this series of articles for JC-K over a 
period of five months. He consulted, shoulder to shoulder, with owners and 
managers of big stores, both “cash” and credit, and with neighborhood shops. 
Most of the author’s life has been in the jewelry business. He has been adver- 
tising manager of Bulova Watch Co., advertising and sales promotion manager 
of Benrus Watch Co., sales manager of Waltham Watch Co., and advertising 
and sales promotion director of Jacoby-Bender, Inc. Mr. Scheibel now lives in 
semi-retirement in Santa Monica, Calif. 














... today wealth is measured more by the ability to buy than it is by the possession of goods. 








INVENTORY 


® INVENTORIES USED TO BE CONSIDERED a measure 
of wealth. A _ person’s financial standing was 
gauged by the number of cattle he owned or the 
amount of grain he had stored away. During 
the past 50 years, however, wealth has come to 
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be identified rather with money than with the 
possession of goods. In short, economists and 
business men now favor the possession of the 
means to purchase goods rather than the actual 
possession of the goods themselves. As a matter 
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of fact, many authorities now refer to inventories 
as “the crippling disease of American retail busi- 
since so many failures result from ex- 
cessive accumulations of merchandise. 

The soundness of this thinking has been so 
well proved that successful retailers themselves 
have developed a fear of superfluous inventories. 
They realize te necessity of keeping adequate 
inventory-control records and of purchasing new 
merchandise with the least possible guesswork. 

Of course, just as there is danger in having 
too much stock there is, similarly, danger in not 
having enough. If a store is to serve its cus- 
tomers well, it must have on hand sufficient mer- 
chandise to meet their needs. At the same time, 
it is important that the dollar investment in 
inventory be kept as near a minimum as possible. 
The achievement of both these objectives, which 
to some extent appear contradictory, cannot be 
left to chance. Neither can it be accomplished 
if inventory decisions are to be made on the 


nesses,”’ 


basis of memory, hunch or intuition. 


Needed: A sales meter 


With the competition they face today, jewelers 
need inventory control more than they ever did 
before. They need to know how much stock is 
on the shelves—and how to keep the right ratio 
between sales and stock on hand. They need to 
know what is selling, what is not selling, and 
how fast various items are turning over. They 
need a guide as to what, when and how much 
to buy—by price, brand and quality. Inventory 
control can supply all of these needs. 

Retailers today depend on two basic types of 
inventory control. One is called the “dollar”’ 
method and the other the “unit” method. The 
two systems can complement each other, each 
furnishing necessary information for effective 
control and coordination. The program worked 
out in this article will combine both methods. 


“Value” is one measure 

Dollar control shows the amount of inventory 
in terms of dollars. In some stores this is worked 
out on a cost-of-goods basis, but in most estab- 
lishments the retail value of the merchandise 
is used. The latter method gives a more accurate 
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picture since valuation at retail prices reflects 
more accurately the actual worth of the inventory 
than valuation at cost. It also gives a better 
picture of your customers’ demand and purchas- 
ing power. 

And that is not all. Every activity of a store 
is based on its sales. Goods are bought and ex- 
penses are incurred in anticipation of sales to 
be made on the retail-price basis. So it is im- 
portant that inventory records be kept with this 
in mind. 


Keeping track of “units” 


Unit control shows the number of pieces carried 
in stock. For example, it tells how many ladies’ 
watches of each line are on hand and in what 
retail-price categories. It shows the number of 
ladies’ diamond rings in each retail-price bracket, 
with the number of stones, total weight, quality 
of mounting, source of supply, date received, 
cost and anticipated selling. 

Unit control also shows what type of merchan- 
dise is selling and how long it has been in stock. 
Conversely, it shows what is not selling and the 
length of time it has been on hand. In short, 
it is a perpetual inventory that gives the re- 
tailer a daily picture of his stock condition, and 
helps guide him in his purchases. 

Inventory control, such as we are now dis- 
cussing, helps the merchant decide what items 
should be “pushed,” so that old merchandise is 
not permitted to accumulate. Odds and ends 
can be cleared out and the danger of obsolescence 
eliminated. 


$9 


“Value” and “units” on one sheet 

Both methods are good, and each has its ad- 
herents. However, if the best features of each 
are incorporated into one system, the result will 
give both unit and dollar-control information. 
Moreover, when such a system employs retail 
as well as cost prices, it offers the Jeweler two 
more advantages: 

(1) It establishes a proper dollar basis for 
determining the amount of insurance to carry 
to cover fire and other possible losses. 

(2) It facilitates the taking of inventories 
whether this is done every 30, 60 or 90 days or 
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Some jewelers make inventory decisions “on the basis of memory, hunch or intuition.” 











Merchandise drawings courtesy of Cramer-Tobias, Inc., New York 


even semi-annually. The system to be outlined words, it is possible each month to know how 
is so simple that an inventory can be taken every and where the business stands. 
30 days within two or three hours. In other Naturally, a store doing an annual volume of 
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“Odds and ends can be cleared out and the danger of obsolescence eliminated.” 

















$25,000 to $35,000 does not require a system 
quite so elaborate as an establishment doing 
ten times as much business. But regardless of 
store size or sales volume, the combination of 
dollar and unit controls is easy to set up and 
operate. Only one thing is needed. Someone must 
be assigned the task of keeping the records ac- 
curate and up-to-date. The little effort and time 
spent will be repaid a thousand times over with 
data that will help point the way to profitable 
operations. 

Before we go into the actual business of devel- 
oping our inventory program let us decide what 
an ideal inventory includes and how much money 
should be invested in it. To answer that properly 
several factors should be considered, some of 
which are virtually basic or fundamental with 
the jewelry business as a whole. 

Suppose John Jones wanted to open a retail 
store in Johnstown, a city of about 10,000 per- 
sons. With how much and what kind of stock 
should he start? 
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The U. S. Department of Commerce has figures 
establishing the fact that a jewelry store can 
be supported by about 4,000 people. In other 
words, a town of about 10,000, with its sur- 
rounding trading area, could maintain at least 
three jewelry stores. This same department also 
has statistics that show the annual per capita 
purchase of jewelry to be about $10. This figure 
is obtained by dividing the total purchases of 
jewelry—which in 1955 amounted to about $1,- 
688,000,000—by the estimated population in 1955 
which was approximately 164,303,000. Thus, a 
town of 10,000, such as mentioned before, could 
reasonably be expected to buy about $100,000 
to $125,000 worth of jewelry, damonds, watches, 
silverware, etc., per year. 

If there are three jewelry stores in such a 
community it might be safe to assume that each 
could do about $35,000 to $40,000 per year. It 
must be understood that these are arbitrary 
figures. In some towns of 10,000 there are fre- 
quently four and sometimes five jewelers with 
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A measure of the market—“the annual per capita purchase of jewelry is about $10.” 








one of them doing from 30% to 40% of all the 
business while the other three or four divide the 
rest of it among themselves. However, we will 
assume that John Jones will do about $35,000 
per year. 

Using the average figures shown in recent 
issues of JC-K, a typical store of this kind would 
have an inventory that would shape up some- 
thing like this: 


$7,350 
7,000 
4,550 
2,100 


Diamonds and precious jewelry (20.9%) 
Watches and Clocks (19.3% ) 
Jewelry under $25 (12.9%) 
Giftwares ( 6.1%) 
Sterling. .Flatware and Hollow ( 4.8%) 1,750 
Fine Jewelry..over $25 ( 4.5%) 1,600 
Electrical Appliances ( 4.0%) 1,400 
Plated silver. .flat and hollow ( 3.9%) 1,400 
China and Glass Tableware ( 3.5%) 1,300 
Personal Leather goods ( 2.7%) 1,000 
Stainless Steel Flatware ( 1.1%) 400 





$29,850 


Watches and Jewelry Repairs (16.3%) 5,600 





Total Annual Sales 100.0% $35,450 
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Next month, Mr. Scheibel will present a bal- 
anced formula for buying watches and other mer- 
chandise. Is it better to buy from a lengthy list 
of suppliers or to concentrate your purchases? 
How many brands should you carry in how many 
price lines ?—Editor See 
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THE CUSTOM 
LOOK IN GOLD 


‘ > 


> => 


A predominance of 18-K 


A renaissance for rubies 


and emeralds 


The use of diamonds 


with yellow gold 
The mobile jewel returns 


A softer, subdued outline 


This creation by Marianne Ostier shows her preference in 
a gold. This necklace is delicately wrought from 18k gold, more 
flattering to the skin. It is of very wide contour, and is gen- 


Bigger, wider, longer 


A mere Gelicate weehmanabe erously tipped with rubies. 


A revival of necklace: ; , 
a Softer, more subdued outlines, the use of an open, airy tech- 
nique to create the more important wider dimensions char- 


The debut of the jabot pin acterize this 18k gold creation by Marcel Boucher. A huge 
gem drop, nestled in diamonds, adds the final graceful accent 


The big, bold jewel in gold to this elaborate necklace. 


The jewel as a dramatic 
accent to the starkly simple 


chemise 

















by Jerry Gewirtz, 
JC-K Fashion Consultant 


How designers 


think in 18-k gold 


® WE THINK THAT 1958 is a vear when 
karat-gold jewelry, particularly 18-karat, 
will create a fresh, new, exciting fashion 
ripple. 

Necklaces, bracelets, pins and earrings 
of 18k gold will be set with an abundance 
of precious gems. Diamonds in yellow 
gold will enjoy dramatic accent through 
their partnership with other precious 
gems such as emeralds and rubies. 


JEWELS FOR 1958 will be big and bold, 
Molten 18k gold bells, made so they shimmer on little but within the large, massive framework 
springs, dangle against diamond-set leaves in the (Please turn to page 74) 
background. Creator is Verdura, who believes there 
are small fashion ripples in a 7-year style wave. 


A wide yellow 18k gold bracelet supports the twin 
diamond flowers, centered with very elegant cabochon 
emeralds. The flowers are mobile and enjoy added 
grace with each movement of the wearer. Designer 
is Mare Koven. 


Varying tones of pink 
tourmaline make the 
petals of this flower 
jabot pin by David 
Webb. Diamonds nestle 
between the petals of the 
gold-stemmed jewel. Mr. 
Webb has a preference 
for the huge jewel with 
a profusion of colored 
stones. 





Jane Doe and STERLING >? 
_...a new combination 


* The retail jewelry business has lost much of its 
silver lining during the last ten years. That sad 
fact is known to everybody in the industry. Last 
spring, JC-K’s “This Is You” survey* indicated 
that jewelers’ sales volume in sterling silverware 
had dropped 31 per cent below the level of 1948. 

(In contrast, jewelers’ revenue from most other 
kinds of merchandise advanced, climbing as much 
as 40 per cent, 50 per cent and even 89 per cent 
over the level of °48.) 

There are several reasons for the downward 
trend in silverware sales. Obviously, 1948 was a 
peak year for silver. People had plenty of money 
to spend and there was a shortage of other “hard” 
merchandise. But TV sets, electrical appliances, 
big and little, and a thousand and one other de- 
sirables soon hit the market, as wartime industries 
reconverted to peacetime production and sought 
higher and higher sales to keep their war-expanded 
factories busy. Moreover, stainless-steel flatware 
began to compete with plated ware and sterling. 
And marriages began to fall off—not destined to 
increase until 1960, which will probably see the 
start of the biggest marriage boom in our history. 

All these reasons for the recent recession in sil- 
ver sales are understood by both jewelers and man- 
ufacturers—in a general way. But understanding, 
in merely a general way, couldn’t be enough—not 
for something as vital to the jewelry industry as 
sterling silverware. 

Had the public lost its love for silver? If so, to 
what extent and why? Who was buying sterling- 
ware? Who wasn't buying it, who could afford to? 


* Reprinted in a 32-page booklet, ‘““‘This Is You—The Retail Jeweler,” 
containing sales data for stores of all sizes. Available at $1 a copy 
from JC-K, 56th at Chestnut Street, Philadelphia 39, Pa. 
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Could sales be made to climb in 1958 and 1959, 
without waiting several years for the promised 
marriage boom of the Sixties? 

Now, at last, the industry has answers to ques- 
tions it has been asking, thanks to coast-to-coast 
surveys which have been financed by the Sterling 
Silversmiths Guild of America. The Guild got its 
facts from the Institute for Motivational Research, 
Inc., of Croton-on-Hudson, N. Y. The latter organ- 
ization quizzed more than 1200 people, mostly 
girls and women between the ages of 15 and 50. 
It found out what tableware they own and _ use, 
how they acquired it, their attitudes toward sterling, 
plated and stainless, and a vast amount of other 
information of keen interest and dollars-and-cents 
importance to everyone in the retail jewelry busi- 
ness. 


The Answers Are Coming 

Yes, these are the questions you've been asking 
yourself. Next month JC-K will begin to analyze 
the survey findings. You will be able to turn the 
reports to good advantage in your own business. 
You will see how to reslant some of your adver- 
tising, to retrain your clerks, to take new steps in 
public relations, and to make better use of your 
window displays, as you apply your new knowledge 
of the public’s present attitude toward sterling. 

Don’t miss these illuminating articles. You'll 
know what the researchers found out from their 
1200 interviews. Detailed answers to questions 
like this: 

* Are men interested in sterling? Do they help 
their fiancées, brides or wives select the pattern, 
or leave it up to the women? 

* How does ownership of sterling flatware and 
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Jewelers who want to increase their sterling sales may have to in- 


fluence “Jane Doe” and thousands of girls like her. She’s of pre- 


marriage age—and she comes from a “recent middle class” family 


that never had sterling. That’s the gist of a coast-to-coast consumer 


survey, taken recently by the Sterling Silversmiths Guild of America 








hollowware compare today with ownership of 
plated silver and stainless steel? 

® Is it really true that Southerners are much 
more loyal to sterling than Northerners and West- 
erners ¢ 

* Do small-town families tend to own more 
sterling than big-city families or less? 

Are girls and young women of pre-bridal age 
putting more sterling into their hope chests than 
they are lesser grades of flatware? 

* How does sterling flatware “rate” as a table 
accessory? How does it compare with utilitarian 
articles like stainless steel, inexpensive china or 
regular glassware? How with “luxury” items like 
fine crystal and Dresden china? 

Do pre-brides think it’s important to have 
sterling? Or do more of them incline to plated or 
stainless? 

In terms of age, are pre-brides the most impor- 
tant target for sterling? If so, how can more of them 
be interested in the precious white metal? 

* Are middle-income families a more important 
target for sterling-silverware selling than low-in- 
come or high-income families? 

* Can the middle-income group be considered 
as, so to speak, a standard unit? Or can it be di- 
vided into two groups? Has one group been in 
the middle class for a number of generations and 
“accepted” sterling pretty much into its way of 
life? Has another group recently emerged from 
the low-income class? Is that group relatively 
ignorant of the value of sterling? In terms of in- 
come, is the “recent middle class” the most im- 
portant sales target for sterling? 
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* What really influences women of various ages 
and income groups for or against buying this or 
that household accessory ? 

* What forms of advertising, publicity or other 
contact are most important? Radio, TV, newspaper 
advertising, magazine advertising, direct mail? 
Displays in stores? Or advice of relatives. interior 
decorators, or what women see in their friends’ 
homes? 

® How much has “informal” living increased? 
Do outdoor and TV meals limit the use of sterling? 

* Among families that own sterling, how many 
use it every day? Do most of them save it for use 
on Sundays, holidays and for entertaining? Is 
plated, too, reserved “for best”? 

® Does the very word “Sterling” mean much 
to most people? 

®* How many brides use jewelers’ Bridal Regis- 
tration Services? How much does the average 
bride acquire through such services? 
® Does the public think that the jewelry store 


is the place to buy sterling silverware? 


Again a Silver Lining? 

These and dozens of other questions have been 
answered for you by 1200 consumers. You'll find 
their answers, starting in next month’s JC-K. Forti- 
fied with such useful new knowledge, perhaps the 
jewelry industry will decide to alter some of its 
sales methods and sales psychology. And perhaps. 
thanks to the information which the Guild has 
gathered, the jewelry industry will again have a 
rich silver lining—not only during the marriage 
boom of the Sixties but also during 1958 and 
1959. Za 
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It’s practical. It’s lovely. And she can afford it. These windows show why .. . 


She should have 


® TODAY'S ENTERTAINING Is more often casual than 
stifiy formal. But even so, the modern hostess 
wants the finest in accessories for her table, 
whether at a bridge party for a few of the girls, 
or at an extra-special dinner for hubby’s boss. 
To every woman, the finest flatware is sterling 
silver, and that is what she wants for her own 
table. The desire for sterling does not have to 
be sold to today’s hostess, but its practicality does 
have to be demonstrated. 

Window and in-store displays can do this job. 
Payment plans best suited to your customers can 


STERLING 


and table settings should show and emphasize the 
use of sterling for all kinds of meals—breakfast, 
luncheon, buffet, tea, even children’s parties. 
Sterling that harmonizes with all kinds of 
decorative settings—Colonial, Provincial, Modern 
or whatever—should be presented. Show your 
sterling in small units—place settings and serving 
pieces—with prices marked. Display it also in 
attractive place settings (table settings wherever 
space permits) with the proper accompaniments 
—flowers, candles, china, crystal, and linens. 
These arrangements serve, like music, to put your 


be dramatized in your windows. Place settings customer in the mood to buy. Za 68 


Even the jeweler with a very small window can create an atmosphere 
of gracious hospitality for his display of silver flatware. Five place 
settings are shown in this window with an attractive floral center- 
piece arrangement and candlesticks. A current issue of one of the 
home furnishing magazines is shown open at an appropriate spread 
with the copy scroll extending from it. Leaf-shaped pads cut from 
masonite or beaver board and covered with fabric are attached to the 
window background or suspended from the window ceiling. A service 
plate is attached to each plaque with a plate hanger and flatware 
pieces are wired in place. Two of the place settings are shown on 
the window floor on linen doilies. 

“ 


Again a flower arrangement, candles and pretty linens add atmosphere 
to a display of silver place settings. Place-setting units can be dis- 
played on whatever plaques you have available and with china and 
crystal on doilies on the window floor, each with prices indicated. A 
chest of flatware is shown at the rear of the window. A window like 
this can be adapted to a larger or smaller size and can be effectivels 
combined with china and crystal. The combination of sterling silver 
with fine china and crystal is the sort of natural merchandising com- 
bination that enhances the appeal of all three lines. 
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i 
Miniature frameworks of houses 
are used in this display to sug- 
gest the idea of a silver pattern 
to harmonize with every home 
Sterling silver for the bride should most certainly be suggested frequently Flatw a eee See displayed 
in your window displays. This sketch indicates an arrangement of a wed- on slanting, fabric -covered 
ding display for a credit store using the customary step elevations. Inter- plaques w hich extend out from 
twined rings of orange blossoms or other white wedding flowers are tacked the house frames or stand up- 
to the background. A bridal veil or bridal tulle is draped through one right against the background. A 
ring and extended down and across the steps and floor. A chest of flat- flower arrangement is placed to- 
ware tied with a tulle bow is placed to the right, and flatware place settings . ard the rear left side of the 
are arranged on the steps. Two places are laid on the floor of the window window. Place settings are ar- 
on a piece of colored linen. Serving pieces in silver and a few china and ranged on the floor in the fore- 
crystal pieces are interspersed. A nosegay wedding bouquet may also be ground. The house frames can 
used and a hand-lettered copy scroll is stretched across the background. be simply constructed with lat- 
tice strips painted in bright 
colors. The panels might be 
covered in harmonizing colors 
with a contrasting tone for the 
background. Again china and 
crystal can be combined with 
the silver for more effective dis- 
play. 


by Virginia Dixon 
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by Dr. Frederick H. Pough, 
gem consultant for JC-K 


Telling the 
public about 


vem. stones 


(Part 2) 


When do you call it a “gem’’? Must it be clear 
.. rare... durable... deeply colored? It 
depends on the gem! 


¢ The rarity of clear crystals in nature and the 
hazards which they must surmount were pointed 
out last month. We saw that clear crystal is very 
much the exception, and that unappealing ex- 
amples of most of our jewelry minerals can be 
found by the ton, with only industrial value. 

Diamonds are a good exmple. If we look over 
four tons of diamonds every year, we find about 
half a ton of stones that attain the perfection to 
which the jeweler’s wagon has been hitched. A 
“oem” diamond is pretty special, though it is by 
no means the rarest thing on earth. 

On the other hand, when annual production is 
small, as it is with many of the colored stones, 
we cannot expect many “gems.” We must not 
be disdainful of what is offered or bargain ex- 
cessively. 

Incidentally, this might be a good place to 
comment on the folly of requesting an expert to 
select a good stone and then demurring at the 
price. Many a fine stone, carrying a very fair 
price, that is not sold in this country is sold 
promptly in Paris or Rome. 

The real expert knows the going price of stones 
and will not suggest a purchase at a grossly 
inflated price. The average jeweler in the smaller 
communities is ill informed about the difficulties 
of locating stones of a quality that he thinks he 
seeks. Before asking for a “really fine amethyst,” 
he should inform himself about the availability 
of fine stones, their going price, and what they 
really look like anyway. 


TO ASSIST THE JEWELER in telling his customer 
what to expect, we might first look at the perils 
which face stones in nature. 

Some gem crystals can grow very large, while 
some are never anything but small. Aquamarine 
and emerald are good examples, for though they 
are both the same mineral, aquamarine is often 
found in mammoth crystals, while emerald seldom 
reaches any great size. 

Durability is important, also, in price. The cost 
of emerald calibre and ruby calibre emphasizes 
this point. In the larger sizes, these two stones 
are not too far apart in value, until rubies reach 
notable dimensions, and then they command the 
highest of all gem prices. But calibre emeralds 
are many times as costly as calibre rubies! Why? 
The answer lies in the durability of the two 


(Please turn to page 62) 
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You are wnvited to enter 


diamond jewelry designs for the 


NDS-INTERNATIONAL 








The distinctive symbol of a 
Diamonds-International Award. to be 


presented on September 30, 1958. 


AWARDS for 1998 


The Diamonds-International Awards honor design excellence in diamond jewelry. 
Initiated in 1954, and originally titled Diamonds U.S.A. Awards. 

they give news-making recognition. annually, to creative achievements 

in diamond styling. Entries are invited from retailers, 

wholesalers and manufacturers, from everyone interested in diamond 


jewelry design...in all parts of the world. 


Last year, when world-wide participation was invited for the 
first time, twenty-three Awards were presented. Honored were: 
fourteen designers from the U.S.A....four from Canada... 


three from France... one from Italy...one from Switzerland. 


1958 Awards will be made in the following categories: 


Group Al—pieces to retail at $500 or less. exclusive of taxes 
Group A —pieces to retail between $500 and $2000. exclusive of taxes 
Group B —pieces to retail between $2000 and $10,000. exclusive of taxes 


Group C —pieces to retail at $10,000 or more, exclusive of taxes 


Designs are to be submitted in sketch form, and there must be 
no identifying mark of any kind on sketches. Designs are presented 


anonymously to the Selection Committee. 
Entries must be submitted on or before May 5, 1958. 


The Selection Committee, composed of renowned fashion leaders, 
will make its choice before May 26, 1958. Those whose 
designs are selected will be notified immediately after May 26, 1958. 


Finished jewel pieces, produced in accordance with selected 
designs, must be in the hands of the Diamonds-International Awards 
Administration on or before August 4, 1958. 


Presentation of the DIAMONDS-INTERNATIONAL AWARDS 
will take place on Tuesday, September 30, 1958. 


Requests for the detailed rules should be addressed to: 


DIAMONDS-INTERNATIONAL AWARDS, % N. W. Ayer & Son, Inc., 30 Rockefeller Plaza, New York 20, N. Y. 
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telling the public about gem stones 


minerals, and the survival of the crystals after 
they have been freed from the rock and exposed 
to weathering and erosion. 

It is probably true that Nature creates an 
equal percentage of small ruby and emerald 
crystals. The rocks release their treasures slowly, 
as they themselves are worn away. If the mineral 
is rugged, like the ruby, crystals of all sizes 
accumulate in gravel deposits stretching down the 
valleys from the primary source. 

But when the mineral is fragile, or no heavier 
than quartz, it will not be concentrated in gravels 
nor will it long persist as a water-worn pebble. 
The first hard blow against a boulder will shatter 
it into a thousand dust particles—and there will 
be no stream-bed accumulation of small bits for 
calibre cutting (or “reconstruction’—if we re- 
call our history of man-made gem stones). 

So ruby calibre is cheap and easily come by, 
but the fragile emerald is so rare and expensive 
that it finds little use in calibre mountings. More 
often we see, instead, demantoids (“olivines’’). 
These little garnet pebbles are rare, too, but they 
are more common than emeralds. 

Now, how do we find our gem crystals, assum- 
ing them to have survived intact to our age? 
Well, we may get them by quarrying or mining 
solid rock. This is the case with diamonds. 
Diamonds are hard, heavy, and resistant to 
weathering. So, naturally, we find them also in 
alluvial deposits. 

Emerald, on the other hand, is so brittle that 
we must quarry or mine virgin rock to get it. 
Kew emeralds are alluvial. They are not found 
loose in the soil derived from weathering rocks. 
In the formation of the non-gemmy North Caro- 
lina crystals little movement was involved; much 
transportation would have destroyed them. 

Another factor in small stones is coloration. 
Deeply colored stones are common in some species, 
and rare in others. Deeply-colored rubies are 
common; in Siam the problem is to find light 
enough ones. Emeralds, on the other hand, tend 
to be too pale when they are inferior. So for 
calibre one needs an emerald with unusual depth 
of color and such emeralds aren’t common even 
in the carat sizes, much less in the little chips. 

Before attempting to evaluate the factors that 
make for quality in the various stones, we should 
review the matter of weathering. This is com- 
bined with the availability of labor. During 
World War II, when labor was urgently needed 
for the quartz-crystal mines, special inducements 
to gem miners were offered to get them to move 
to the quartz veins. The special inducement that 
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(continued fram page 60 ) 


did the trick was pay amounting to about 30¢ a 
day plus lunch. Needless to say, the Brazilian 
Wage situation has changed radically since then, 
but gem mining as a career still offers poor 
promise. Combined with depletion of sources, 
this facet bodes no good for the future of that 
section of the jewelry trade which insists on 
nothing but the finest of mined stones. 


GEM CRYSTALS OCCUR sometimes, as we have 
seen, in pockets in veins and dikes, and sometimes 
disseminated through rock. Tourmaline, topaz, 
aquamarine, emerald and amethyst belong to the 
pocket group. Diamonds, garnets, peridots and 
rubies belong to the other group. If the mineral 
is hard, heavy and resistant to abrasion, it is 
likely to be concentrated in gravels or in the soil 
that is derived from the decomposing rock. The 
alluvial diamonds of the Belgian Congo and 
Southwest Africa, the garnet and peridot from 
the Arizona anthills and the rubies and sapphires 
from Burmese marbles, all represent this type 
of concentration. Only diamonds repay the min- 
ing of “fresh’’ rock for their recovery (and even 
then the rock is not as hard as it was when it 
first formed, having been somewhat altered in 
its closing stages of formation). 

The vein and dike minerals are seldom recov- 
ered from gravels or from fresh unaltered rock. 
Usually, in lands like Madagascar and Brazil, 
the natural weathering processes must first break 
down the rock, changing it to soil and gently 
freeing the crystals from their settings. The 
miners dig away dirt and mud, and find the 
crystals. The work involved in moving large 
amounts of hard rock with primitive equipment 
would make the mining uneconomic even when 
vem crystals are the final product. In hard-rock 
blasting there is an extra hazard to survival of 
the crystals. 

So, in summary, we have two essentials before 
we get the clear and flawless stone that appears 
in a piece of jewelry. First, we must have the 
occurrence, the proper geological conditions that 
permit the crystal to form. Second, we must have 
the economic conditions—a setting suitable for 
deep weathering, and an adequate labor supply. 
When we consider the good fortune necessary to 
combine both these essentials, we can hardly fail 
to appreciate even the meanest clear rock crystal. 
Think of the rarity of the less common quartz 
stones like amethyst and citrine, or the almost 
inconceivable coincidence required before we come 
up with really fine quality emeralds and rubies! 

Zee 
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PRESENTING 
WITH 
PRIDE 


take great pleasure in announcing to our many 
friends the merger of our two companies into 
SHIMAN BROS.-COLONIAL, INC. 
As sole manufacturers of Customized and Miracle Dia- 
mond Rings, we can now Serve you with the most mod- 
ern, complete facilities in the diamond ring industry. 
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Our famous Miracle and Customized diamond ring 
lines cover every price range and every description- 
also loose diamonds in all sizes and qualities. 
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No dog in his SPUTNIKs 


by Dunbar Fink 


When spectators asked, “Why not?” 
this jeweler made new contacts 


© GOOD LUCK and quick thinking served Ed Timble 
well. He’s head of Holiday Jewelers in Boulder, 
Colo., and he already had a number of transparent 
lucite spheres when the Russian Sputnik leaped 
into the air. 

He lost no time in packing the bottom halves 
of the spheres with jewelry, watches and pen- 
and-pencil sets. Then he hung them in his two 
windows—four satellites in each. They ranged in 
size from four inches to one foot in diameter. 
Direct-focus bulbs in the ceiling shed a bright 
light down on them. 

Mr. Timble then tried to buy scale models of 
rockets and space stations, but there were none 
of them around. So he had them made to order 
at a local hobby shop. The four-stage rockets 
were built of hardwood and painted bright purple. 
The space stations looked like huge inner tubes, 
each with radial arms, bristling antennae and 
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space-ray guns. The total cost was about $30. 

When these items were added to the Sputniks, 
knots of people gathered on the sidewalk. They 
gazed in amusement—and then in some surprise. 
Mr. Timble had deliberately omitted one _ in- 
gredient. 

A woman came into the store. “What—no 
dog?’ she asked. 

Mr. Timble chuckled. This was just what he 
had hoped for. 

“No dog,” he answered pleasantly. “But just 
look at this...” 

Conversation was started and a friend was 
made. 

It happened again and again. People drove 
from long distances just to see the unusual dis- 
plays. And local papers wrote them up—even a 
Denver paper, 25 miles away. 

“Results were great,” said Mr. Timble. ““We got 
lots of early-season lay-away buying, a pick-up 
in watch-repair orders that gave us more than a 
month’s work in advance, and public attention 
that will do us good for a long time to come.” 

a 
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only IMPERIAL 


THE FOREMOST NAME IN CULTURED PEARLS 


Offers you all these advantages: 


BECAUSE IMPERIAL IS NATIONALLY ADVERTISED 


Imperial is undoubtedly the foremost name in cultured pearl jewelry. It is one 
of the most advertised and publicized names in the jewelry industry. Your cus- 
tomers know Imperial . . . the world's most wanted cultured pearls. 


BECAUSE IMPERIAL IS THE FASHION LEADER 


Year in and year out, Imperial cultured pearl jewelry wins coveted honors and 
awards for fashion leadership. It is the result of Imperial's exclusive staff of 
designers—headed by the renowned Mademoiselle Bloch. 


BECAUSE IMPERIAL OFFERS THE MOST COMPLETE 
STOCKS IN ALL PRICE RANGES 
Only Imperial offers necklaces, rings, pins, bracelets, earrings, clasps, charms, and 
pendants, in gold-filled, gold, and platinum . . . with cultured pearls and also 
augmented with precious stones. The most complete line of cultured pearl and 
diamond jewelry of all types. 


BECAUSE IMPERIAL SELLS DIRECT TO YOU 


Imperial Cultured Pearls are from the leading farms in the Orient . . . Imperial 
designs and creates their own jewelry and only sells direct to you—the retailer. 
That is why, with Imperial you know you pay the right price for your merchandise 
and you are the one who makes the long profit. 


BECAUSE IMPERIAL GIVES YOU A COMPLETE SELLING PLAN 


In addition to advertising mats, store displays and other sales aids, Imperial has 
developed numerous proven special promotions. These selling plans can be tai- 
ored to any size operation and assure year ‘round volume cultured pearl sales. 


Look For The Man From IMPERIAL! 


You can always be sure with Imperial of outstanding quality, style, and value 
in Cultured Pearls. What is more . .. your Imperial representative can offer 
selling ideas and promotions that will make cultured pearls the most profitable 


department in your store. 


IMPERIAL PEARL SYNDICATE, Ine. 


WORLD'S LARGEST IMPORTERS OF THE WORLD'S FINEST CULTURED PEARLS 


New York Chicago Detroit Los Angeles Tokyo 
681 Fifth Ave. 5 No. Wabash Ave. 914 Michigan 607 S. Hill St. 2,3-Chome, Yotsuya 
Theatre Bidg. Shinjuka, Ku 
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Nationally advertised in these 
top magazines to direct heavy 


traffic to dealers’ stores — the 
ONLY Source of Entry Blanks! 
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STAKE YOUR CLAIM in the KEEPSAKE SWEEPSTAKES! 
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GENUINE REGISTERED 


==) o}-f-1 d= 


DIAMOND RINGS 


Keepsake Dealers Win a Trip to Europe for Two 


17 Exciting Days, visiting London, Paris, Rome and other famous 
cities. Trip Awarded to Dealer in Each of 4 City-Town Population 
Groups Who Submits Most Entries. 
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hrows the SsweeP- 


Keepsak 


Sweepstakes Dept. 
A. H. Pond Co., Inc. 
Syracuse 2, N. Y. 


4 DEALERS WIN 
ALL DEALERS PROFIT! Please rush details on the Keepsake Sweepstakes. 


Stake Your Claim — NAME 
Mail Coupon Now! ADDRESS 
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by 
JACK 
HARRITON 


What delicate 
atte ry— 

to design a ring 
to make her 
lovely hand 


etill love lier! 


Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


The first visible evidence of the birth of any piece of which can be cut out and assembled in a folder. This 


custom-made jewelry is the sketch, which serves to define coliection of material should be kept handy for consulta- 


the wishes and needs of the prospective purchaser and the tions with any special order prospect. With these, the 


recipient. To assist in the development of such sketches jeweler can quickly determine the kind of piece and 
and business—JC-K presents each month, these plates, the type of design which will appeal to the customer. 
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JEROME RICHHEIMES 


608 f ~—— Ss oF Te V 
: IFT H ‘TME MODE N. ee 
f 20, 
AVE. NEW YORK 
We are always interested in purchasing estates —or jewels which your customers submit to you for sale. 











AN EXTRA SALE IN THE 
BRIDAL MARKET ! 
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point-of-sale. The volumes illustrated are available singly or as 


a matched set. Display them in your counter, case or window. 


OUR WEDDING BOOK GUESTS | PHOTOGRAPHS 
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(ZE } Cbsore AND COMPANY 


Publishers © Norwalk, Connecticut 








sir BRAIN 

Is ENGAGED 
me rors PU TTISG 
Mol THOINTO GEART 


A large business can be built up from small beginnings— 
as proved by Wolf Masur of Newark. You can read his 


3 hd 
sense of humor in his face as well as on the signs shown 
in this nicture. 


In-store teamwork is a sure-fire 
recipe for selling wATCHBANDS 


°® “IF YOU'RE INTERESTED in selling a new watch- 
band to one in every five repair customers, get 
your repair department and your sales depart- 
ment to work as a team.” 

That’s the advice of Wolf Masur, proprietor of 
Masur’s Jewelry Store in Newark, N. J. He’s 
getting those results himself—and in the manner 
indicated. “‘The extra sales of bands won’t make 
me rich,” he says, “but they certainly make a dif- 
ference when I start totting up receipts.” 
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by Bess Ritter May 


The idea originated back in 1929 when he 
opened up shop as a watchmaker. His only “em- 
ployee” was his wife and she came in on a part- 
time basis. It seems that both of them, unbe- 
knownst to each other, put in an order for 
watchbands. The result was a shipment of twice 
as many as they could possibly use. 

First they tried an extra-large display in the 
front of the store. The bands were admired— 


and passed by. The customers seemed perfectly 
(Please turn to page 72) 
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Originally established 1866 


Kahn- Jacobson, [nc. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 


and Telephone: ClIrcle 6-4313 


. 32/34 Holborn Viaduct, London 
Jacobson Bros. Diamond Corp. Cable Address: “Redlace” New York 
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Enlarged for detail 





Rubies, Star Rubies, Sapphires 
Star Sapphires, Emeralds, Catseyes 
Loose or in Platinum Diamond 


Mountings of Exclusive Design. . . 


VUE K MOHSO, bn: 


Formerly Robinson & Sverdiik 
O10 FIFTH AVENUE, Rockefeller Center 


New York 20. New York 


Over 35 Years of Service to the BR 


Leading Jewelers of the Nation 
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a sure-fire recipe for selling watchbands 


Mr. Masur stands at the entrance of his store on Bergen 
Street. He makes customers feel that it is their store, too. 


=e 


Repairmen and sales force work as a team. Their mutual 
helpfulness results in sales in all lines of merchandise. 


A watch repairman has “tossed the ball’ to a saleswoman. 
She loses no time getting the customer interested in a 
silver tray. 
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(continued from page 70) 


content with the bands they wore. but when one 
remarked, “I think I'll get a new strap like this 
one the next time my watch has to be cleaned,” 
Mr. Masur got the glimmer of his new idea. 

He didn’t want to lose out on impulse sales, so 
he kept the front display, but he set up a dupli- 
cate display at the take-in counter of the repair 
department. Here customers who were already 
sold on the idea of having their watches repaired 
saw the new smartly styled bands and sometimes 
bought one. 

3ut Mr. Masur realized that no display, how- 
ever good, can clinch every sale without additional 
help. The personal approach of the salesman 
must be used as well. He worked out the method 
which he still uses—and today he employs four 
salespeople and three watch repairmen. 


“Replace worn strap” 

When a customer leaves a watch to be repaired, 
the repairman gives him a date on which the job 
will be completed. During this little conversation, 
the customer would be blind if he didn’t notice the 
watchbands on the counter before him. Some- 
times he buys one then and there. If he doesn’t, 
no attempt is made to sell him. 

When he returns, however, the repairman who 
gives him his watch remarks that his old worn 
strap detracts from the appearance and the sty!]- 
ing of a watch as fine as this one. Then he pro- 
ceeds to interest him in a new band from the 
assortment. Many sales result from this approach, 
which takes only a minute or two of the repair- 
man’s time. 

If the customer is still hesitant, the teamwork 
is put into action. The watchmaker calls a sales- 
man over from the watch department, at the same 
time remarking to the customer, “Perhaps you'll 
change your mind if you see the larger display 
at the front of the store. Mr. X, our watch sales- 
man, will be glad to show them to you.” And 
from this point the salesman takes over, leaving 
the repairman free to return to his normal work. 

It is by following this method that Mr. Masur 
is achieving his remarkable record of selling a 
new watchband to one out of every five repair 
customers—which amounts to five or more bands 

(Please turn to page 102) 
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Jrcn & Lompany. 


CHURCH & COMPANY en 


Manufacturing Jewelers, 2 Garden Street, Newark 5, N. J. 


TRADE MAREK AMERICAN 
GEM SOCIETY 





14K Yellow Gold 


ROYAL 
ORDER OF 
JESTERS 


Emblematic Jewelry 


Here’s just a part of our com- 
plete selection of tie holders, 
cuff links, lapel buttons, 
charms and dress studs, all 
bearing the familiar Billiken 
of the Roval Order of Jesters, 


ornamented with rubies and 


Misih 
some with diamonds, i By. 


THE NAME THAT MEANS 


| 
Wihevensens | = & CO. Sine Cnlle matic Jewelry 


MEMBER AMERICAN GEM society 8 ROSE STREET, NEWARK 8. N. J. 








JEWELERS' CIRCULAR-KEYSTONE, JANUARY 1958 





HOW DESIGNERS THINK (from page 55) 
the design will be delicate and airy. Some de- 
signs will have mobile parts that move with the 
wearer. 

The Italian finishes are still in ascendance. This 
is true of hand chasing, the rope, the stiff strand 
technique. 

Necklaces virtually rim the throat, the very 
newest, uniform in dimension all around—up to 
and including the clasp. They are wide, but deli- 
cate in design. 

The Chanel influence in ready-to-wear has left 
its stamp on jewels, even in precious gold. Pins 
are huge, either big in diameter or very long. 
Earrings are huge for day and night. They move 
up the ear or drop down boldly. Bracelets and 
rings are big, jeweled, dramatic. 

Flowers, always a favorite for American 
women, are especially important in the designers’ 
lines. They are big and multi-colored. Sometimes 
a variation in colors of one gemstone is used to 
create a bouquet of jewels measuring as much as 
three to four inches. 

There’s a subtle change in outlines. Shapes are 
softer, more subdued, a step away from the 
sharper geometric silhouette of the last few years. 

This softened look harmonizes with the very 
new, much-touted silhouette for ladies’ clothes. 
The chemise (a kind of sheath, that falls loosely 
from shoulder to hem, without any defined waist- 
line) has a simplicity that requires jewelry for 
drama and excitement. 

We have an American style idiom, derived 
from the combined efforts of designers from 
many countries who are working here. Some of 
their thinking is underscored in the paragraphs 
below. Even those designers who do not develop 
a particular fashion or a style, include certain 
features that give them their personal signature. 
Marcel Boucher: His jewelry has a softer, more 

subdued outline. The feather motif appears 

frequently. He prefers 18k because it doesn’t 
tarnish. Newest creations combine rubies, dia- 
monds, emeralds discreetly to enhance 18k. 

Americans like jewelry with meaning, he be- 

lieves, and his designs include a vast choice of 

flower motifs. Earrings are big, and so are 

necklaces, bracelets, pins. Clips are more im- 

portant. 

Marc Koven: Straw-colored 18k gold is most sig- 
nificant, Koven says. Jewelry is big and bold, 
but airy in detail. The mobile jewel that moves 
is in favor. The Florentine finish, softer, less 
brassy, continues important in his work. Cabo- 
chon emeralds and diamonds combine to drama- 
tize toned-down gold. 


Marvanne Ostier: 18k gold is more flattering to 
the skin and Madame Ostier uses it exclusively. 


Diamonds and gold are her favorites, though 
she also features turquoise, coral, rubies, dram- 
atized by diamonds. Dimensions in her new 
series include the very wide necklace, delicate 
in technique; the huge earring, light in look and 
weight; the very long pin, usually a clip that 
measures as much as four to five inches. 

Jean Schlumberger of Tiffany: He believes beau- 
tifully designed jewels have no fashion. They 
are eternally beautiful and lasting in both the 
design and stones. 

Verdura: He acknowledges the small fashion rip- 
ples in what he describes as a 7-year style 
wave: The continued significance of 18k gold; 
larger dimensions for all jewels, but worked 
with discretion and delicacy; the jewelry not 
just as an investment but a work of art; colored 
stones used luxuriously and almost always with 
diamonds: three-dimensional designs; contour 
necklaces made to suit the individual. 

David Webb: He believes in the huge, massive 
jewel with a profusion of colored stones, many 
in unusual cuts. He has a predilection tor tour- 
malines, combined in varying tones of one color. 
He is currently featuring pink—and also tur- 
quoise and coral—an extravagance of color. The 

jabot pin sometimes straight and stiff, some- 

times sinuous, with the rope in gold twisting 
through and through the colored stones. @ @ @ 


Cooking up displays 


Pea ; - : 
’ - 


“Take a good look at these floor cases,” says 
Aurel Gagnon, owner of a small jewelry store 
in Skowhegan, Me. “See anything odd about 
them ?” 

You look. Sure enough, they are odd—and no 
wonder. Mr. Gagnon, who has a flair for car- 
pentry, made them out of a bakery’s pastry 
counters. 

They’re mighty effective, too, with sloping 
glass fronts and exceptionally deep shelf space. 
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The Most Complete Line 
of Jewelers’ Findings 


Eor Wires 


For Pierced Ears 


Ear Clips 


| 975 
1201 1202 


19 


WR COB B Crpany 


W. R. C. Findings 





Success Story in Four Words: 


“T 
Use 
IC-K 
Want Ads.” 








There's a classification for every need: 


@ Help Wanted @ Side Lines @ For Sale 


@ Situations Wanted ®@ Business Opportunities 
@ Watch Work and Repairs 


Write: JC-K Want-Ads 
Chestnut and 56th Sts. 
Philadelphia 39, Penna. 
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Eor Screws Pierceless Ear Wires 


286/tail 


101 Sabin Street, 
Providence 3, R. I. 
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lems with Lindley fold- 
ing gift boxes . . . 

easy to use and 

so economical! 


Llu ) 


| | BOX AND / PAPER 
1737 W. 2nd, Marion, Indiana 
A DIVISION OF FEDERAL PAPER BOARD COMPANY, INC. 


Shown 

Box No. 67 
17x 8%x 8’ 
Packed 25 
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pecial 


Notice 


for the experienced jeweler 


Now, for the first time, the GIA 
brings the retail jeweler complete 
advanced Diamond Training in 
one course! 

With this practical home-study 
course you become a specialist in 
Diamond Grading, Competitive 
Buying, and Accurate Appraising 
— with grading and appraisal prac- 
tice using GIA diamonds. 

Gain the added prestige, the 
greater profit, the sure confidence 
that come from knowing. Write 
today for complete information on 
this exciting new course. Catalog 
contains color plates of diamonds 
and gems! 


JOSEPH |. LEE, JR. 

JOHNSON’S JEWELERS, RALEIGH, N.C. 
“We were lucky to sell one diamond of a 
carat or more per year. After GIA training, 
we average two to three per month.” 


ALLAN L. STEVENS 
STEVENS & SON, SALEM, OREGON 


“Diamond sales become easier with GIA 
training. My customers consider me an 
authority and refer new business my way.’ 


GEMOLOGICAL INSTITUTE 

OF AMERICA 

11940 SAN VICENTE BOULEVARD 
WEST LOS ANGELES 49, CALIF. 


Letters... 


WATCH SALES: Just finished reading “And 
in Conclusion.” The discount house is our 
worst problem, and the problem is getting 
worse every day. 

I liked your suggestion that the resale 
price be lowered and that the retailer 
take a smaller profit. (As a matter of 
fact, few retailers get the full price to- 
day.) 

Lower markups would also help with 
some of the other competition such as 
vest-pocket peddlers. These people live on 
high-markup lines. Why not an all-out 
campaign for reduced margins on adver- 
tised lines? General Electric did it and | 
am quite sure they are satisfied with re- 
sults. 

WILLIAM P. WALSH 
Passaic, N. J. Bush & Walsh 


ee | can no longer keep still about your 
foolish surveys of loss of business to “‘dis- 
count houses.” What does it avail us to 
know what percentage of watch sales in 
what price range in cities of what size, we 
lose? 

If the following steps were taken, we 
could be rid of “discount houses’: (1) 
Manufacturers stop unloading huge inven- 
tories. (2) Manufacturers stop overload- 
ing retailers. (3) Manufacturers insist on 
their products being returned to them for 
full purchase price refund in the event of 
death, bankruptcy or inability to pay bills 
on time due to too great an investment 
being tied up. 

This will not, however, satisfy a price- 
conscious public. The underlying reasons 
for the rise of discount houses must be 
determined, understood and corrected. I 
believe the entire jewelry industry needs 
an overhauling from top to bottom. 
Philadelphia HERMAN MANES 


© ¢ Who knows how much business is lost 
to the retailer through direct sales made 
by the manufacturers? 

Recently an insurance company ordered 
2() watches from me, but before the |name 
withheld] Co. would ship them to me 
(and I have carried these watches for 
more than 30 years) the manufacturer 
demanded to know to whom I was selling 
the watches. Like a fool, I told. That was 
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the end of that account. Your guess as to 
what happened is as good as mine. The 
insurance company informed me. that 
other arrangements had been made. 

Kach watch sold this way represents 
lost business for the jeweler. If any jewel- 
er has been cut in on some of these sales, 
I would like to know—because it should 
be my time soon. I sent out letters to more 
than a hundred industries in this terri- 
tory, looking for some of this presentation 
watch business, and got only one reply. 

Maybe the factories will wake up to 
the fact that jewelers can’t afford to ser- 
vice watches which jewelers don’t sell. 
Maybe sometime the factories will look to 
the retail jeweler as the proper outlet for 
their watches. 

H. EF. HAYWARD 
Oak Park, Ill. Harold E. Hayward, Inc. 


ALL MISSED UP: You might add one more 
“miss” to the caption on page 117 of your 
December issue, to describe the faux-pas 
you made there. In your caption you 
state: “Sheffield Silver Co. of New York 
was looking for a charming young lady 
whom it could call Miss Sheffield.’”’ The 
watch she’s holding in the picture, how- 
ever, led more intelligent observers to 
correctly guess that the company Miss 
Sheffield really keeps is the Sheffield Watch 
Co., also of New York. Maybe Gertrude 
Stein would have loved this, like you said, 
but I’ll bet Sheffield Watch and the real 
Miss Sheffield were plenty burned up. 


Chicago ROBERT STERN 


Sorry. Our miss-stake.—Editor. 


RUSSIAN JEWELERS: Back home after a 
three months’ trip to Europe, including a 
visit to Russia. There are very few jewelry 
stores there ...a few small departments 
in the big stores, a small selection of gold 
jewelry, some rings, hardly any diamonds, 
a little silver, some watches, etc. Of 
course, no advertising. 

They claim to have discovered huge 
diamond mines, but they admit it’s all 
under ice and will be a task to mine. They 
indicate confidence that they can do it— 
and obviously they can do things. 

I’ll still take America, with its over- 
production and other problems. At least, 
we know what’s going on in the world and 
are free men. 

BUDD ROSENBERG 
San Francisco Gensler-Lee 

In writing to the editors, address JEWELERS’ 
CIRCULAR-KEYSTONE, Dept. E, Chestnut and 
56th Sts., Philadelphia 39, Pa. 
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or ithout 
complimen- 

y reflection of 
diamond ba- 
ruettes, these 
beautifully paired 
Linde Star soli- 


erracefully 
settings of 10K 
white or yellow 

gold. To retail as 
low as $47.50. 


From 
Davidson & Sons, 
New York 


be sure you get 
genuine 


LINDE. 
STARS 


Beautiful Linde Stars are man- 
; made in Union Carbide’s Chicago 
The magnificent Syn- plant ...cut and polished for 
thetic sapphires and brilliance ... carefully graded 
= for quality and distributed 
rubies that through Linde’s exclusive dis- 
tributors. AND because Union 
star inthe lovely and  Carbide’s unsurpassed quality 
exclusive designs of controls assure the FINEST in 
, ' ee synthetic gems... ask for 
these leading manu-_ LINDE Stars... specify them on 
facturing jewelers your order... be sure it 
appears on your invoice. 

P You can count on these manu- 
star all-ways Im yvour facturers, the nation’s foremost 
iteni manufacturing jewelers, who 

profit picture prefer LINDE Stars. 


NEW YORK CITY Murray Perkel & Co., ST. LOUIS, MO. 
Ine. ! Sons, Ine. 

Alsan Mfg. Co. Recon, Poshie Kinsley & 
Beckerman & Lerner samuel Platzer Co., Inc 
Belenky — S. & M. Jewelry Co. OHIO 
J. L. Bran 0. David Sarkin, , . Mio. Co. 
Coronet Jewelers William Schneider’ Ban nman Mf. Co.. 
Davidson & Sons Jiry. Schuman & Donchi, Inc. ine. 

Co., Ine. Seltzer Bros. Swirsky Bros., Inc. 


ES. Feinstein & Co. Skalet Mfg. Co., Inc. The Victor Corp. 
Fiyer Brothers Untermeyer, Robbins & 


o.. Ime. 
— & Ben Frackman, way Skoinik, Inc. PENNSYLVANIA 
Gevertz & Co., Ine. 1. R. Wood & Sons, Ine. Byarg fF. Brogan ; 
H. Glaser Co. BUFFALO. N. Y. Helm and Hahn Co. 
Goldstein-Gerson Co. The Bock-Lewis Co 
Green & Co., Jirs., Ine. M. A. Reich and Co. ecg gn 4 
Benjamin & Edward J. olan ulloe r 
“Gress Co.. Ine. CHICAGO, ILL. 9 
Harry Guise, Ine. Ed. Cain & Co., Ine. 


H. Hamburger Co., Ine, Hirsch and Oopenheimer New jeRSEY 


Irvring Co Stein & Ellbogen Co. Acme Ring Mfg. Co., 
S. Jollofsky & Sons, Ine. inc. 

Kahn & Co. INDIANAPOLIS, IND. church & Company 
Morris Kaplan and Sons Goodman and Company fF. & F. Felaet, Ine. 
Charles Koppel Ring Co. yiNNEAPOLIS. MINN. os Ring Mfg. os 


ne. 
K. S. K. Jiry. Co., Ime. o.tpye and Anderson jones & Woodland Co., 
Mercury Ring Corp. Ring Specialty Co. Ine. 


CHARLES F. WINSON 


WORLDWIDE DISTRIBUTORS 
S80 FIFTH AVENUE. NEW YORK 36+ COLUMBUS 5-2656 


*Linde is a registered trademark of Union Carbide Corp.—a synthetic gem. 
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They re New ... [Theyre 








Ronson’s “Varaflame” lighter is easy to fuel 
and economical to use. Fueling takes only 
seconds, with no disassembling or special tools 
required. Both lighter valve and Multi-fill 
cylinder are self sealing. 


A diamond set in a star design dramatizes 
this textured palladium tie tack by Lucien 
Piccard Watch Corp., 37 W. 47th St., New 
York. Retail price about $15. 


Diamond platinum necklace consisting of 
marquise and round diamonds. To retail for 
about $25,000. From Raymond Abrahams, 551 
Fifth Ave., New York. 
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Yours to Profit By 


Portable tape recorder with twin 514” bal- 
anced speakers and interlock to prevent acci- 
dental erasure of sound. For $169.95. From 
Bell & Howell, 7100 McCormick Rd., Chicago. 


A two-ring case with inlay of white, pink, 
or black and gold brocade designs under trans- 
parent plastic. Also in “gray sparkle” that 
looks like gold-flecked marble. Dennison Mfg. 
Co., Marlboro, Mass. 


“Shasta,” a new pattern in Oneidacraft De- 
luxe Stainless. Approved by Good House- 
keeping and Parents’ Magazine. Widely ad- 
vertised. Free selling kit for jewelers. Six- 
piece place setting for $4.75. 
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AVGOSS (PEIK 


“The answer to a jeweler’s prayer” 
ORDER BY MAIL 


Assortment of 144 folding boxes for stores that do not 


need many boxes of any one size. 


All are stock sizes and can be filled in at any 
time. Assortment is packed in two cases, easy to 


use and store. 


These boxes have been carefully chosen to 
include: 

20—3x3x3 1-pc. 4—10x10x6 2-pe, 
90—4x4x4 1-pce. 2—11x11x7 2-pc. 
20—6x6x4 1-pce. 2—12x12x8 2-pc, 


15—9x5x4 1-pe, 3—10'2x10'2x2 2-pe. 


3—11x4x4 1-pce, 3—12%12x2'2 2-pc, 
20—6x6x6 2-pce. 3—14x14x3 2-pc. 

20—8x8x4 2-pce, 3—14n7%4x2'4 2-pe, 
4—10x6x6 2-pc. 2—16x16x2'2 2-pc. 


Made from the finest quality white clay-coated embossed 


“ 
i) 


paper . 
PAPOOSE PAK is ready for immediate shipe 


ment, no printing is possible. 


PAPOOSE PAK (16 Assorted sizes) 288 boxes $16.95 


ar 
Because tne 








BRAVE PAK 


988 Cotton filled set up jewelry boxes—silver and white 


swirl design—4 popular sizes. 


r popular sizes) 288 boxes $21.95 
ARROW PAK 


288 Cotton Filled Folding Jewelry Boxes (already set up) 


white alligator design—4 popular sizes. 


(4 popular sizes) 288 boxes $14.95 


ALL ASSORTMENTS MEET PARCEL POST 
REQUIREMENTS 


You MUST be satisfied. Our products carry 
a money back guarantee, 

Shipments on unprinted orders are made 24 
hours after your order is received. No print- 
ing on any of above assortments. 

Complete Gift Box Packaging and Accessory 
Catalog sent on request. 


ALL PARCEL POST SHIPMENTS INSURED 


(at no cost to you) 


ALL BOXES—F.O.B. FACTORY 


SHEBOYGAN PAPER BOX CO. 


“HOME OF THE LITTLE INDIAN’’ 
BOX 396 SHEBOYGAN, WIS. 





They re New... They're 


30-hour 7-jewel musical alarm clock. Gold- 
like case with colorful grille motif. Raised 
gilt figures; luminous hands and hour indi- 
eators. Semca Clock, 30 Irving Place, New 
York. $19.95 plus tax. 


rv 


LeCoultre’s ““Master Mariner Automatic 17 
has a reserve of 46 hours’ running power. 
Watertight, shock-protected, non-magnetic and 
has direct sweep second hand. In 14K gold. 
For $175 FTI. 


The “Lite-O-Matic” for men or women has 
intricate snowflake hand-engraved motif ip 
satin-silver finish with bright gold _ tones. 
Lifetime wick and push-button refilling. From 
Elgin American, Inc. Elgin, Il. 
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Yours to Profit By 


The Tissot “Sea Star,” worn by frogmen. 
Waterproof at 400 feet below sea level. Stain- 
less and gold models from $89.59 to $650 FTI. 
Distributed by Holzer Watch Co., 501 Fifth 
Ave., New York. Kit with order. 


“Diamond Star,” a new sterling pattern 
from The Stieff Co., Wyman Park Driveway, 
Baltimore. Eight hand-engraved diamonds 
are scattered on the handle of each piece 
Three-dimensional grooved handles. 
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The jeweler fits this Foster-Matic watch- 
hand in a few seconds even if the customer 
doesn’t have the watch with him. No extra 
parts. Just press down to right size. From 
Foster Metal Products, Attleboro, Mass. 


The “Apollo-Mark II” alarm has all-metal 
case with ivory-baked enamel finish. Brass 
numerals on deep blue track. Suggested re- 


tail, £2.98; with luminous hands and numerals, 


$3.60. By Lux Clock Co., Waterbury, Conn. 
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Its a 

COLOR SPECfACULAR! 
Arlen's Dramatic, 
1958 Catalog is 
Printed in 

Brilliant, 4-Color 
Dimension Color! 


WRITE OR WIRE FOR SAMPLE 1958 
CATALOG, PRICES AND IMPRINT PLAN. 





Featuring: 

* New ‘Inlaid’ Natural, hand-rubbed 
Walnut Wood available in a variety of 
trophies and plaques. 

© "Silver-Streak" highlighted black wood. 
e New designs combining gleaming brass, 
“Richglo” finish and wood. 

© Genuine Onyx; high-impact plastic; 
durable Bakelite: Walnut Wood: ‘'Marbel- 
ette” Plastic. 


ARLEN TROPHY 60., inc 


50 GOLD STREET 
Brooklyn 1, N. Y. 











NEW Any 


PLASTIC 

IN ALL COLORS 
PARCHMENT 

PLAIN or PRINTED 

méd.by ARCH CROWN TAGS, INC. 


277 Waisey St. Newark 2 








MIKIMOTO 
CULTURED PEARLS 








“Lady Elgin Valera” (left) for $85, and 
“Lady Elgin Cameo” for $125 are in cases 
resembling old-fashioned wedding rings. Both 
models come in 14K natural and white gold 
with 23 working jewels. 





K. MIKIMOTO & CO. LTD. 3 
2 WEST 46th ST.. N. Y. C. 36, N. Y. ja 1 {fo > 


a 


JUDSON 6 6992-3. | a A ; 








Speidel’s “Cross-Fire’” photo ident bracelet 


0 CRY 1... 1G prontable| | neers mae eats 


special someone or a special event. Adver- 


tised on “The Price is Right’ TV show. Re- 
tails for $14.95 FTI. 


Stamp names or monograms 
on 

Fountain Pens - Writing Papers 

Leather Goods - Gift Items 


Quick service clinches sales 


This beautiful mono- 
gramming adds “buy 
appeal” to your mer- 
chandise. Stimulates 
sales. Goods stay sold 
and cannot be returned 
for credit or exchange. 


You can rent a 
Kingsley Machine 
on easy terms. 
Write for details. 


Eterna* Matic “Centenaire,” said to be the 
world’s thinnest selfwinder with sweep-second 
hand. Adjustable 14K gold bracelet with ta- 


pered ends. $600 FTI. Eterna Watch Co., 
HOLLYWOOD 38, CALIF. 677 Fifth Ave., New York. 
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Yours to Profit By 





Old English lantern clock reproduced by 
Smiths Clocks & Watches, Ltd., in polished 
brass. 10” model for $75; 7” for $50; 4” model 
for $30. Distributed by S. P. Skinner & Co., 
225 Fifth Ave., New York. 


Set of “Out of This World” men’s jewelry 
by Squire, Inc., Taunton, Mass. The tie clasp 
and cuff links shown here retail for $3.50 plus 
federal tax. Sets in other designs retail from 
$2.50 to $20. 


Hamilton’s 22-jewel “Sequin” has circular 
dial in white, black or blue. In 10K white or 
yellow gold-filled case with cord for $75; with 
matching bracelet for $79.50. 
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“Tre you AINONG 


CR RETR GHRES BiGy Sick 


ee a ‘ 


There are fewer than 
200 jewelers whose customers are 
potential purchasers of our original designs 

in precious gem jewelry, retailing from 
$200 to $2,000. 
If your clientele embraces this market, 

we believe we can serve you to your 

distinct advantage. 


Inquiries from rated accounts 
are invited. 





FOR OVER 
50 YEARS 


ow: hub: 
feo. chuter CT 7 


PRASAD UES ta a 


FACTORY AND OFFICE N.Y. SALES OFFICE 
520 Bedford Road 515 Madison Ave 
Pleasantville. N. Y New York 22, N.Y 














When your customers are 
interested in 


QUALITY 


... remember 


F & F Felger, Inc. 


480 WASHINGTON STREET, NEWARK 2, N. J. 
Rings and Jewelry for Ladies and Men 
SINCE 1880 








FOR EVENING WEAR 


Black Onyx cuff-links and 
studs with Oriental pearls, 
platinum tops and I4K 
gold backs. Chippendale 
Design X 3792 B-C 


faarter and Sons 


AKERS OF FINE JEWELR 
Cc SINCE 1865 not 








CYL wark x cy J 





MANUFACTURING IN 
PRECIOUS METALS 
EXCLUSIVELY 






































For memorable occasions 


“ORIENTA” Cultured Pearls 


You can give a pearl at a time with our 


“START-HER-NECKLACE” GIFT PLAN 


Write for Illustrated Folder 


LEYS, CHRISTIE & CO., INC. 


65 Nassau St., New York 





BOWLING CHARMS 


In Gold-Filled, Gold Plate, 
10K and 14K gold, and 

in Sterling. 

Sports Catalog 


on request. 


Cherm or Pin 
(also round) 


J. M. FISHER COMPANY 
Attleboro, Mass. 


The “Caprice,” a gold-huea medallion Me- 
dana watch with matching chain, has link de- 
sign and hinged case. From Louis Aisenstein 
& Bros., Inc., 16 E. 40th St., New York. To 


retail for $18.95 plus tax. 


The “Brigadier” introduces the new long low 
look in men’s jewel cases. The split-level design 
has two end accessory sections with hinged 
lids. By Babcock, Inc., 16 E. 50th Street, New 
York. For $8.98. 


j 
i 
' 
i 
' 





The “‘Ambassador,” a man’s self-wind Marc 
Nicolet watch with four diamonds punctuat 
ing the 12, 3, 6 and 9 numerals. In 14K gold 
case for $175. From Winton Watch Co., 64 
W. 48th St., New York. 


JEWELERS 

















Yours to Profit By 


RUNNING A 
SUCCESSFUL 
SALE 

IS AN ART 


by Manny 


Silverman 


lan, SILVERMAN 
Da ll SALES ENTERPRISES 
See rer mae ct NEW POLICY FOR 1958! 


case from Henry Coehler Co., Inc., 101 Fifth 
Ave., New York. Electronic, anti-magnetic, Lower Cost to the Jeweler With the 


anti-climatic. j 
nti-climati Greater Potential 


We have always taken pride in the fact that we have 
one charge for our services to all jewelers, large or 





small. 
Recently a jeweler pointed out to us, that in his 
opinion there was a basic fallacy in this method of 
charging for our services. He said to me and | quote: 
"You charge 10°, for your service whether in my 
store or in my competitor's store. | do $300,000 in 
volume per year and my normal business for the 
month of January is $20,000. This is the month | 
would like to have you conduct a sale for me. You 
indicate that you will do an average of three to 
seven times my normal volume. Even if we take the 
lower figure, my potential is $60,000 and you would 
a en therefore receive $6,000 for your services. Now... 
_Silverplated footed bowl in Chippendale de- yb $60 one yoo Aen wt odb po gerdew 
ret by International Silver. The shape is is $5,000 See January, your voleine potential ay Die 
round and low for flower or fruit arrange- sale would be $15,000 and your fee would be $1,500 
ee ee ae ee ee ee Now, | know that you will put the same amount of 
time, effort, and know how, in my store as in his 
store. | would therefore be paying $6.000 for the 
same service for which he would pay $1,500. This 
seems unfair to me." 

Upon careful analysis tind his oraument has some 
merit. Therefore... . 

WE HAVE REVISED OUR CHARGE BASIS TO 
REFLECT A SLIDING SCALE OF PERCENTAGE 
STARTING WITH JANUARY 1958. 


OUR FEE FOR A FLAT SALE 
WILL BE 10%—DOWN TO 2% 


OUR FEE FOR AN AUCTION SALE 
WILL BE 15%—DOWN T0 5% 


This new policy will hold true tor promotional as well 
as going out of business sales. 


WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALES ENTERPRISES 


Longines automatic wrist chronometer with . 
sweep second hand. Waterproof, in 18K gold 380 . + weneg York, N. Y. 
case. Retails for $375 FTI. elephone: Plaza 7-4693 
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This annual index is de- 

signed to be helpful to jewelers 

who may wish to refer to a particu- 
lar article or subject covering some 
specific phase of jewelry store opera- 
tion Oras a re re rence to mer- 
chandising and promotion 

ideas used succe ssfully 


by other jewelers. 


JEWELERS’ CIRCULAR-KEYSTONE EDITORIAL INDEX 


COVERING ARTICLES IN 12 ISSUES: JAN.-DEC., 1997 


If you have not 

made it a habit to save 

every issue of JC-K throughout 

the years, by all means begin with this 
January issue. Your reward will be a reference 
library on jewelry store operation that 

is unavailable from any other 

single source within the 


jewelry industry. 


ULAR-KEYSTONE 





— 


ADVERTISING 


(See also “Display” ‘*Mer- 
chandising”’ “Window  Dis- 
play”) 

Ads on the Society Page Sel] 
Silver. Apr:i37 

Graduation Clock Contest. Apr: 
124 

“And a Cherub Shall Lead 
Them.” Aug: 106 

The Persuasion of the New. 
Aug :312 

Mailing List. Aug:244 

No More ‘59.50 Watches for 
$29.95. Sept:100 

Guess How Many Watch Screws. 
Sept :102 

Diamond Stamp Plans. Sept: 
126 

To Survive We Must Sell. Aug: 


Milwaukee Jewelers Fight 
Discount Houses Oct :138 
Cash In on the Corsage! Oct: 
156 

A One-Two-Three Ad Punch. 
Dee :72 

New York Merchants Cite Evils 
of “Bargain” \dvertising. 
Des 11 


APPLIANCES 


How's Your Dollar Volume, by 
Lines? Apr :66 

JC-K Survey, Part II. May :46 

Importance of Various Lines to 
Jewelry Stores of Various 
Sizes. June :48 

Sales in 1956. July :50 

Who Buys the Gadgety Appli- 
ances? Aug:138 

Have Your Shaver Tested Free 


Nov is 


ASSOCIATIONS—COMMITTEES 


China, Glass & Giftwares, Mad- 
eline Love. Jan:120; Feb: 
152; July:110; Aug :215 

Minnesota RJA Convention and 
Show. Mar:1325 

Boston Jewelers Club 69th Ban- 
quet. Mar :13: 

Jewelers Board of Trade Elects 
Mar :136 | 

Florida Watchmakers Propose 
License Bill. Apr:157 

— RJA Convention. Apr: 


>. 

The Jewelry Industry in Mo.- 

_tion. Aug:104 

No More “59.50” Watches for 
229.95. Sept:100 

Arnold A. Schiffman, profile 
sept :76 | 

William S. Preston, Sr 
file. Sept :77 ° 

I. Michaels. profile. 


p ro- 


W asserman, profile. 


Oscar Ki ‘ofi ; 
“ Kind, Jr., profile. Sept: 


Jay C. 
Sept :81 
>. Begins To Function. Nov: 


Lighterman. profile. 


Jewelry Industry Testifies 


. . . . for 
repeal of Excise Tax. 


Jan: 
Gemological] Institute Offers 
Two New Courses. Jan :132 7 
Diamond Council of America 
Sponsors Scholarships. Jan -129 
Report on Operation Cherub 
1956. Feb:169 
170 
Plan for Perm 
anent Jew ? 
Center. Feb:175 — 
Merger of NJA-ANRJA Nears 
Completion. Feb :185 . 
Directors for Association Mer- 
ger. Apr:159 
ANRJA-NJA Merger. May:117 
1957 American Gem Society 
Conclave. May:119 
Manufacturing Jewelers Annual 
Banquet. May :124 
UHAA Convention, 
Plans. June:116 


Merger 


Costume Jewelry Manufactur- 
ers Unite. June:119 

NJA Convention & Retail Jew- 
elers’ Market. July :58 

50th Annual NWJA Convention 
Report. July :121 

HIA Convention. July :124 

WMDAA Convention. July :125 

52nd ANRJA Convention. Aug: 
112 


Directory of Trade Associations. 
Aug :198 

Vermont-New Hampshire Con- 
vention. Aug:271 

Meet the Men Who Lead the 
Retail Jewelers of America, 
Inc. Sept:74 

NJA Convention. Sept:155, 156, 
15% 


ANRJA Convention. Sept:158, 
15%, 160, 160A 

Fashion Coordination Institute 
Project. Sept:160C 

Annual Jewelers Vigilance Com- 
mittee Meeting. Sept:161 

Ohio RJA Convention. Oct :200 

California RJA Convention. 
Oct :201 

Costume Jewelers Adopt Asso- 
ciation Seal. Oct:201 

Texas RJA Convention. Oct :203 

AGS International Committee 
Mid-Year Review. Oct :205 

RJA Directors Okay Member- 
ship Drive. Nov:137 

IRS Reviews Tax Status of 
Trade Associations. Nov:142 

Michigan RJA Convention 
Nov :145 

lowa RJA Convention. Nov:144 

Directory of Trade Association 
Dee :85 

Arizona RJA Convention. Dec: 
120 

United Jewelry Show Report 
Dec :121 


_ 


BIRTHSTONES 


(See also “‘Advertising”’ 
**Gems’’—*‘Merchandising’’) 


BRIDES 


Ads on the Society Pave Sell 
Silver. Apr:137 

When 13 Couples Said “I Do.” 
July :90 

China, Glass and Giftwares, 
Love. July:110 

A Little Lover’s Lore. Aug: 
166 

Sterling Does Not Demand a 
Metropolitan Market. Sept: 
L106 

The Diamond Industry in 1956. 
Oct :130 

Bridal Consultant Service. 
46 


BUSINESS CONDITIONS 


The Next Five Years in Jew- 
elry. Jan :64 

Jewelry Industry Testifies for 
Repeal of Excise Tax. Jan: 
130 

Speidel Asks Imports Cut. Jan: 
130 

ODM Sets Date for Watch Im- 
port Hearings. Jan:131 

Futures in Platinum Traded for 
First Time. Jan:143 

Tiffany Stock Transferred from 
Maidman to Bulova. Jan:143 

There Is No Other Direction to 
Go But. . Forward. Feb:61 

Imports ‘“Essentiality’’ High- 
light ODM Hearings. Feb:169 

Report on Operation Cherub 
1956. Feb:169 

DeBeers Raises Prices of Rough 
Diamonds. Feb:171 

How’s Your Dollar Volume by 
Lines? Apr:66 

Lifting of Post Exchange Re- 
strictions. Apr:165 

The Jeweler: Low Man on the 
Totem Pole of Believability. 
Dec :74 

Zale Jewelry Co. Will Sell 100,- 
000 Shares of Stock. Dec:117 
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JC-K Survey, Part II. May :46 
Compromise of Proposed PX 
Uperations. May:12]1 
JC-K Survey, Part III. June:48 
JC-K Survey, Part IV. July :50 
The Jewelry Industry in Mo- 
tion. Aug :104 
New Competition from the Far 
Fast. Aug:132: Sept:104 
Business Indicators 
Diamond Industry In 1956 
Ocet:130 
Congressional Legislation for 
Retailers: Oct:199 
ODM Watch “Essentiality’’ De 


velopments. Oct :202 


Why Don't You Sel] More 


Watches Oct :93 ; Part II 
Nov :56 

Hamilton Licenses Japanes¢ 
Firm o Produce Watches 
Nov :138 

Job Prospects for Watch Re- 
pairmen. Nov:14!1 

Life Magazine Study of Con- 
sumer Expenditures. Nov :140 

People are talking about 
Name Designers. Jan:66 

Times Have Changed. Have 
You? Jan:68-81 

*lanned Progress. Jan:168 

What Do You Do With an 
Area 20 x 140 Feet? Feb:58 

Don’t Let The Trading Stamp 
Stampede You. Feb:82 

Jack Snow and Trading Stamps 
Feb :124 

foredom Begone! Feb:216 

Trading Stamps. Mar:7% 

New Things to Learn. Mar:78 

IRS Rules on Trading Stamps. 
Mar :137 

Trading Stamps. Apr:115 

Tax Aid Bill for Small Busi- 
nesses. Apr:161 

Nervous About Business? May: 
160 

Importance of Various Lines to 
Jewelry Stores of Various 
Sizes. June:48 

Another Boom Is Coming—in 
1956. June:160 

Found! A Rich New Market 
for Silverware. July :60 

Parking Problem. July :116 

Rich Soil for Digging. July: 
160 

Sales in 1956. July :50 

52nd ANRJA Convention. Aug: 
112 

Getting Out of the Bargain 
Rat-Race. Aug :142 

Modern Diamond 
Aug :152 

Electric Clocks in The Jewelry 
Store. Aug :164 

Jewelry Industry Council Break- 
fast Meetin«. Sept:160B 

Time for Change? Oct:244 

I Don’t Want to Buy Direct. 
Nov :96 

We Have Our Sputniks, Too. 
Dec :156 


“AG 


Assorting. 


BUSINESS MANAGEMENT 
The Next Five Years in Jewelry. 


Jan :64 

Love That Customer. Jan:88 

Planned Progress. Jan:168 

There Is No Other Direction to 
Go But... Forward. Feb:61 

My Old-Fashioned Front. Feb: 
138 

Jack Snow and Trading Stamps. 
Feb :124 

He Makes His Own Price Tags. 
May :68 

Trade-in Protest. June:84 

“Deals’”” and Mr. Doe. July :96 

Rich Soil for Digging. July :160 

Getting Out of the Bargain Rat- 
Race. Aug :142 

Competition or Oversight? Aug: 
252 

Registered Mail Fees. Sept:126 

Jewelers’ Circular-Keystone In- 
dex, 1956. Jan:l6a-l6¢ 

Gemological! Institute Offers 
New Courses. Jan:132 

Don’t Let the Trading Stamp 
Stampede You. Feb :82 

How to Handle Customer Com- 
plaints. Feb :94 

Does Your Store Have a Hole 
in Its Pocket? Mar :90 

What Happens When You Re- 
pair the Repair Department? 
Mar:113 

New Management—dZale Jewelry 
Chain. June:117 


Switch Selling. July :80 

How Milwaukee Jewelers Fight 
Discount Houses. Oct :15s 

I Don’t Want to Buy Direct 
Nov :96 


CHINA AND GLASS 


(See also ‘“‘Merchandisins 

China, Glass & Giftware 
Madeline Love. Jan:120; Feb: 
152; Mar:122; Apr:144; May 
106 ; June:104: July :110; 
Aug :215; Sept:145; Oct:1s6; 
Dee :100 

Table Top Patterns That Har- 
monize. June:5!) 

Table Top Fashion Sept 

A Credit Jewelers 
China, Glass. Oct:179 

Where the Customer is Sold 
Before She Knows It. Feb:154 

How’s Your Dollar Volume, by 
Lines? Apr :66 

One Store—Two Fronts. Apr:78 

Summertime Dining, by Vir- 
ginia Dixon. June:55 

Importance of Varieus Lines 
to Jewelry Stores of Various 
Sizes. June:48 

Sales in 1956. July :50 

Bridal Consultant Service. Dec: 
46 

Gifts Account for 45 Dee 


CLOCKS 


Electric Clocks in the Jewelry 
Store. Aug:lb4 

Workshop Questions and An- 
swers. Jan :152 Feb :198 ; 
July :148; Aug:298; Oct :23? 
Nov :168 

Review of the Trade Press 
Jan:155 - 

Clock Importers Organize. Sept 
161 

Window Trim Features Christ- 
mas Clocks. Oct:185 

A Mile a Tick. Nov:55 
‘Around-The-World”’ 
Nov :109 

Indiana State House Clock 
Dec :43 

Electric Clock Features Pupp) 
Dec :45 

‘““Atomichron’ Is Accurate 
Thousand-Billionth of Sec- 
ond. Dee :45 

Fort Worth Clock Has Numbers 
25 Feet High. Dec :45 

Windows Show Harmony in 


, 


China and Glass. Dee:51 


Display 


to 


COSTUME JEWELRY 


A JC-K Aid to Selling Fine 
Jewelry. Jan:92 

Scrimshaw Comes Back. Ap! 
100 

Live Costume Jewelry. Jan :62 

What Do You Do With an Area 
20 x 140 Feet? Feb:53 

and Colorless Stones 


Them Buy in Their 
Home Town. Mar :92 

How’s Your Dollar Volume, by 
Lines? Apr :66 

JC-K Survey, Part II. May:46 

Importance of Various Lines to 
Jewelry Stores of Various 
Sizes. June:48 

There’s Profit in One Earring. 
July :76 

Display Cases. July :89 

Sales in 1956. July :50 

It’s Easy Elegance for Him and 
Her. Aug :124 

Macabre Costume Jewelry. Oct: 
95 

Selling Christmas Jewelry. Dec: 


i3 
Vertical Displays Sell Costume 
Jewelry. Dec:113 


87 





The Idea You 


May Want Tomorrow 


Could Be 


Indexed Here 


This Is Why 


We Suggest You 


Save Every 


Issue Of 


JC-K 


CREDIT 


Air Force Decision to Extend 
Credit in PX’s. May:118 

I Made Them Buy in Their Own 
Home Town. Mar:9? 

Cupid on the Campus. Apr :92 

What’s in a Name? May :94 

NJA Convention. Sept :156 

ANRJA Convention. Sept :158 

\ Credit Jeweler’s Silver 
China, Glass. Oct :179 


—Dp— 


DESIGN 


1 JC-K Aid to 
Jewelry. 
Mar :88: 
June:74: 
Sept:112; Oct:144: Dee:76. 

Gemological Institute Offers 
['wo New Courses. Jan:132 

Old Diamonds Never Die, by 
Gladys B. Hannaford. Nov :66 

New Beauty for Ears, by 
Marianne Ostier. Nov:74 

Diamonds-International Awards 
Nov :84 

People are talking about 
Name Designers. Jan :66 

Famous Names Make Currency 
in Fashion. Mar:54 

For the Jeweler There's 
rency in Fashion. Mar:61 

New Faces and Cases. Oct :106 


Fine 
Feb :90 - 


Selling 
Jan 7:92: 
Apr :90: 
July :86 : 


Cur- 


May :75: 
Aug :180: 


DISCOUNT HOUSES 


Why Don’t You Sel] 
Watches? Oct :93 
Selling Aids With the 
mas Look. Oct:110 
How Milwaukee Jewelers Fight 
Discount Houses. Oct:138 
Time for A Change? Oct:244 
Why Don’t You Sell More 
Watches? Part II. Nov:56 
Discount House Competition. 
Nov :180 
We Have 
Dee :156 


More 


Christ- 


Qur Sputniks, Too. 


DISPLAY 


(See also “Merchandising” 
“Modernization” “Window 
Display’’) 

Window 
up Sales. Jan:82 

Gemological Institute Offers 
Two New Courses. Jan:132 

For Flexibility in Display. Mar: 
114 

‘‘Watch Inspection Time.” Feb: 
Qv 

Window Displays For the Baby 
Department. Feb :96 

Baby Portraits Sell Baby Gifts 
Apr:117 

Summer Travel. July:72 

Display Cases. July :89 

“And a Cherub Shall 
Them.” Aug :106 

Novel Fixture Sells 
bands. 72 


Step-up Shelves Step 


Lead 


W atch- 
Aug : is 


Christmas Magic in Your Win- 
dows. Aug :174 

**Around-The-World” 
Nov :109 

Vertical Displays Sell 
Jewelry. Dee:113 


Display 


Costume 


Diamonds Are Currency in 
Fashion. Mar :56 

lor the Jeweler There’s Cur- 
rency in Fashion. Mar:61 

It's Easy Elegance for Him and 
Her. Aug:124 

God Save the Queen: She Does 
A Lot for Jewelers. Dec :60 

Selling Christmas Jewelry by 
Jerry Gewirtz. Dec.7® 

Romance in Rings 

New Beauty for Ears 


Proposes New Jewelry Guide. 
Mar :133 

One-Package Code of Ethics. by 
ETC. Apr:158 

July Issuance of FTC 
Rules. May :120 

New Rules of 
Aug:115 

Congress Halts Planned PX 
Credit Tests. Aug :263 

ETC Answers Questions on 
Trade Rules. Nov :143 

FTC Rules Trading Stamps Not 
Unfair Competition. Nov:144 

Fair Trade Conduct. Mar:176 


Trade 


Fair Conduct 


— 


OP 


GEMS & GEMOLOGY 


E 


EMPLOYEE RELATIONS 


(See also 


DIAMONDS 


‘Business Manage- 
ment”’—‘“‘Sales Training’) 
Gemological Institute Offers 
Two New Courses. Jan:132 
A Lounge for Happier People 
Aug: 184 
Love That C 
Does Your Store Have a 
in Its Pocket? Mar:90 
What Happens When You Re- 
pair the Repair Department? 
Mar:113 
Breaking 
Aug :242 


(See also ‘“‘Display”’ 
—**Merchandising’”’) 

A JC-K Aid to Selling Fine 
Jewelry. Jan :92; Feb :90 ; 
Mar:88; Apr:90; Sept:112 

DeBeers Raises Prices of Rough 
Diamonds. Feb :169 

Diamonds Are Currency in 
Fashion. Mar:56 

Designs Technique. 
June:74; July:86; 
Oct :144; Dec:76 

Modern Diamond 
Aug :152; Sept:90 

The Diamond Industry in 1956. 
Oct *130 

Old Diamonds Never Die, by EXTRA LINES 
Gladys B. Hannaford. Nov :66 (See “Display” — 

chandising”’ ) 


Diamonds-International Awards 
_Nov :84 What Type Buys Typewriters 

GE Produces Nov :110 
monds Equal to Made Them Buy in Their 
Nov :139 Own Home Town. Mar:92 

God Save the Queen: She Does How’s Your Dollar Volume, by 
A Lot for Jewelers. Dec :60 Lines? Apr:66 

Origin of Diamonds. Jan:61l There’s Profit in 

Where the Customer is Sold Apr :102 
Before She Knows It. Feb:154 Gifts Account for 45%. Dec :102 

Famous Names Make Currency 
in Fashion. Mar:54 

For the Jeweler There’s Cur- 
rency in Fashion. Mar:61 

I Made Them Buy in Their 
Own Home Town. Mar :92 

JC-K Survey, Part II. May:46 

Harry Abrahams Leaves De- 
teers. May :43 

Importance of Various Lines 
to Jewelry Stores of Various 
Sizes. June:48 

Siberian Diamond 
June :123 

teconstruction, Synthesis, 
ture—or What? July :69 

Diamond Rescue. July :47 

Sales in 1956. July :50 

Jewelry Business Indicators. 
Aug :146 

A Little Lovers Lore. 

Williamson’s Diamond 
Aug :103 

Diamond Stamp Plans. Sept :126 

New Beauty for Ears. Nov:74 

Colorless Stones. Nov:100 FASHION 

Lecturing on Gem Stones. Dec: People Are Talking About 
66 . «. Name Designers. Jan :66 

Selling Christmas Jewelry. Dec: Famous Names Make Currency 
78 in Fashion. Mar :54 


‘*Fashion’”’ 


ustomer. Jan :88 


Hole 


May :75; 
Aug :180; 


into Jew elry Trade 


Assorting. 


**Mer- 


e } 
ais) 


9 
Industrial Dia- 
Nature's I 


Portables. 


= 


FAIR TRADE 


GE-Masters 
Aug :264 
Fair Trade Backers Would 
Abolish State Laws. Dee:118 
Benrus Cancels Fair Trade as 


Test Move. Mar:133 


Fair Trade Feud. 


‘*Pipes.”” 


Cul- 


Aug :166 
Mines. 


JEWELERS 


CIRC 


(See also ““‘Diamonds’’—‘‘Techni 
cal’’) 

Blue Baroques and Cabochons 
Jan :84 

White and Colorless Stones by 
Dr. Pough. Feb :86 

Ring Guild of America 
ed. Feb:170 

New Names and Faces in the 
Gem Stones. Apr:%6 

Fabulite by Dr. F. H 
May :7% 

The Refractosconve, by Dr. F. H 
Pough. June :62 

Pearl-Diving is Rugged 
June :76 

Modern Diamond 
Aug :152; Sept: 90 

Reconstruction, Synthesis, 
ture or What? July :69; 
160; Sept :94 

Reconstruction, Synthesis, Cul- 
ture—and All! Dr Pough 
Oct :126 

Colorless Stones by Dr. Fred- 
erick H. Pough. Nov:100 

God Save the Queen: She Does 
\ Lot for Jewelers. Dec :60 

Lecturing on Gem Stones by Dr 
Frederick H. Pough. Dec :66 

Be Sure It’s Really Fine Jade 
Dec :70 

Natural and Synthetic 
phires. Jan:61 

Origin of Diamonds. Jan:61 

Black and Blackish Stones. 
Mar :94 

Montezuma 
June:47 

Romance in Rings. 

It's Easy Elegance 
Her. Aug:124 

Japanese Cultured 
ket. Oct :190 

Do You Want 
Rubies? Dee :43 


Form- 


Pough 


Stuff 
Assorting 


Cul- 
Aug: 


Sap- 


Lost Jade Mines. 
July :82 

for Him and 

Mar- 


Pear! 


“Hot” 


Some 


“ry? . 
° a 
’ 


China, Glass and Giftwares by 
Madeline Love. Jan:120; Feb: 
52: March:122; April:144; 
May:106; June:104; July: 
110: Aug :215; Sept:145; Oct: 
186; Nov:131; Dec :100 

Gifts Aeccount for 45%. 
102 

Window Displays For the Baby 
Department. Feb :96 

JC-K Survey, Part Il. May:46 

Importance of Various Lines to 
Jewelry Stores of Various 
Sizes. June:4 

Sales in 1956. July :56 


Dec: 


ULAR-KEYSTONE, JANUARY 1958 








For 
10 

Bridal Consultant Service. Dec: 
46 


the Man in Her Life. Nov: 
4 


— —_ 


XO 


HOROLOGY 
(See also 
**Watches’’) 
Hamilton Shows Electric Watch. 
Feb :169 
Workshop Questions 


swers. July :148 


*‘Technical’’ 


& An- 


a Se 


JEWELRY INDUSTRY COUNCIL 
Report on Operation 
1956. Feb:169 
“Operation Cherub” °57 
May :118 
‘“‘And a Cherub 
Them.” Aug :106 
Jewelry Industry Council Break- 
fast Meeting. Sept:160B 
Cash In on the Corsage! 


155 


Cherub 
Plans. 
Shall Lead 


Oct: 


— 


LABOR LAWS 
Minimum Wace Rise for Puerto 
Rico Jewelry Industry. Aug: 
9 


Florida Watchmakers 
License Bill. Apr:157 


Propose 


: 
s 


— —_ 


MANUFACTURERS 

Speidel Asks Imports Cut. Jan: 
30 

Futures in Platinum Traded for 
First Time. Jan:143 

Tiffany Stock Transferred from 
Maidman to Bulova. Jan:143 

Ring Guild of America Formed. 
Feb :170 

Plan for Permanent 
Center. Feb:175 

Industry Reaction to Providence 
“‘Showcase.’’ May :122 

The Case of the Friendly Sales- 
man. June:70 

Hamilton Licenses 
Firm to Produce 
Nov :138 

GE Produces 
monds 
Nov :139 

The Next Five Years in Jewelry. 
Jan :64 

Preview 
April: 

**Deals’”’ 

I Don’t 
Nov :96 


Jewelry 


Japanese 
Watches. 


Dia- 
Nature’s. 


Industrial 
Equal to 


of Basel 
164 

and Mr. 
Want to 


Watch Fair. 


Doe. 
Buy 


July :96 
Direct. 


MEN’S JEWELRY 
Three Big Days. May:96 
It’s Easy Elegance for Him and 
Her. Aug:124 
Atomic Cuff Links. Oct:93 
Selling Christmas Jewelry. Dec: 


7k 


JEW [ l FRS' 


For the Man in Her Life. by 
Jerry Gewirtz. Nov :10 


MERCHANDISING 
General 


Love That 
Gemological 


Customer. Jan:88 
Institute Offers 
wo New Courses. Jan:132 

The Telephone — A _ Powerful 
Sales Maker. Feb:149 

Where the Customer Is Sold Be- 
fore She Knows It. Feb:154 

Plan for Permanent Jewelry 
Center. Feb:175 

What Makes a Good Salesman? 
Mar :76 

I Make Them Buy in Their Own 
Home Town. Mar:92 

There’s Profit in Portables. 

Apr :102 

He Makes His Own Price Tags. 
May :6% 

Why Not 
Hunt? June:s0 

There’s Profit in 1 

July :76 
Selling Aids with the Christmas 
Oct :110 
Christmas Jewelry, by 
‘ y Gewirtz. Dec:78 

Neighborhood Hallowe'en 
motion. Jan:115 

Step-up Window Shelves 
Ip Sales. Jan:82 

Modeling Your 
Feb :108 

“And a Cherub 

Them.’ Aug :106 

The Persuasion of 
Aug :312 

To Survive We Must 
150 

Competition or Oversight? Aug: 

252 


Set Up a 


Earring. 


Pro- 
Step 
Merchandise. 


Shall Lead 


the 


New. 


Sell. Aug: 


Appliances 

Who Buys the Gadgety 
ances? Aug:138 

Have Your Shaver Tested Free. 
Nov :78 

How’s Your Dollar Volume, by 
Lines? Apr:66 

Importance of Various Lines to 
Jewelry Stores of Various 
Sizes. June:48 


Appli- 


Baby 
Push the Carriage Trade. 
6: 


Wares 
Feb: 
Window Displays for the 


Department. Feb :96 
Baby Gifts. Feb :55 


Baby 


China and Glass 

China, Glass & Giftwares, Made- 
line Love. Every issue. 

Table Top Patterns That Har- 
monize. June:50 

A Credit Jeweler’s Silver, China, 
Glass. Oct :179 

Bridal Consultant Service. Dec: 
46 

Importance of Various Lines to 
Jewelry Stores of Various 
Sizes. June:48 

Summertime Dining. June:58 

Not Enough Daylight? Knock 
A Wall Down. Oct:159 

How We Got Our Customers 
Downstairs. Oct:182 

Gifts Account for 45%. 
102 


Dec: 


Clocks 
Now He Pushes Clocks. Apr:104 
Famous for Clocks. May :70 
Electric Clocks in the Jewelry 
Store. Aug :164 
“ Around-The-W orld”’ 
Nov :109 


Display. 


Costume Jewelry 


What Do You Do With an Area 
20 x 140 Feet? Feb:58 

I Made Them Buy in Their Own 
Home Town. Mar :92 

For Flexibility in Display. Mar: 
114 

How’s Your Dollar Volume, by 
Lines? Apr :66 

Importance of Various Lines to 
Jewelry Stores o Various 
Sizes. June:48 

Selling Christmas Jewelry. Dec: 
78 
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Treasure 


Vertical Displays 
Jewelry. Dec:113 


Sell Costume 


Diamonds 


Cupid on the Campus. 
setter-than Ever 
Room. May :66 
When 13 Couples Said “I 
July :90 
How Do You Rate Yourself as a 
Diamond Salesman? Oct:115 
Old Diamonds Never Die, by 
Gladys B. Hannaford. Nov :66 
A JC-K Aid to Selling Fine 
Jewelry. Jan:92; Feb:90 
Origin of Diamonds. Jan :61 
How’s Your Dollar Volume, by 
Lines? Apr :66 
Be Window-Wise and 
Your Christmas Gifts. 
Selling Christmas 


Apr :92 
Diamond 


Do.”’ 


Group 
Oct :124 


Jewelry. Dec. 


Baroques and Cabochons. 


Natural and Synthetic 
phires. Jan :61 

Importance of Various 
to Jewelry Stores 
Sizes. June:48 

Romance in Rings. July :82 

Gem Cutter Demonstrates 
Art. Aug :250 


Sap- 


Lines 
of Various 


His 


Gifts 
sridal Consultant 
46 
Gifts Account for 45%. Dec: 
Window Displays For the Baby 
Department. Feb :96 
How's Your Dollar Volume, by 


Service. Dec: 


10? 


Our 
Downstairs. Oct :182 
Quick-and-Easy Christmas Win- 
dows. Nov :64 
For the Man in Her Life. 
104 
Christmas ‘‘Grab Bag.”’ 
Christmas Idea 


Nov 134 


Customers 


Nov: 


Nov :114 


Gadget Table. 


Rings 

Ring Guild of America Formed 
‘eb :170 

Cupid on the Campus. Apr :92 

Romance in Rings, by Jerry 
Gewirtz. June:56 

Neighborhood Hallowe'en 
motion. Jan:115 

Selling Christmas Jewelry. 
72 


Pro- 


Dec: 


Silver 

Ads on the Society 
Silver. Apr :137 

Table Top Patterns 
monize. June:50 

Found! A Rich New Market for 
Silverware. July :60 

Does Sterling Interest 
July :64 

Sterling Does Not Demand A 
Metropolitan Market. Sept :106 

A Credit Jeweler’s Silver, China. 
Glass. Oct:179 

Bridal Consultant Service. Dec: 


Page Sel! 


That Har- 


Men? 


On This Day Love Is King. Jan: 
90 

What Do You Do With an Area 
20 x 140 Feet? Feb:58 

Flatware Sales. Feb:164 

How’s Your Dollar Volume, by 
Lines? Apr :66 

For Flexibility in Display. Apr: 
122 

Importance of Various Lines 
to Jewelry Stores of Various 
Sizes. June:48 


Stainless 
Importance of Various Lines 
to Jewelry Stores of Various 
Sizes. June:48 
Be Window-Wise and Group 
Your Christmas Gifts. Oct.124 


Watches 
“Watch Inspection Time.” Feb :92 
Hamilton Shows Electric Watch. 
Feb :169 
Big Ideas 
Mar :84 


for a Small Store. 


What Happens When You Re- 
pair the Repair Department? 
Mar:113 

Craduation 
124 

Sells Watches and Watchbands 
Together. June:72 

Getting Out of the Bargain 
Race. Aug :142 

Do You Know Why You Don't 
Sell More Watches. Sept :72 

No More **$59.50"" Watches for 
$29.95. Sept :100 

Guess How Many Watch Screws 
Sept :102 

Why Don't 
Watches ? 
Nov :56 


Clock Contest. Apr: 


Rat- 


You Sell More 
Oct :93 ;: Part I] 


Day Love Is King. 
Jan: 

Neighborhood Hallowe'en 
motion. Jan:115 
Saving the “Lost” W 

Feb.104 
For Flexibility in Display. Mar: 


Pro- 


atch Sale 


How’s Your Dollar Volume, by 
Lines? Apr :66 

Importance of 
to Jewelry 
Sizes. June :4%8 

Summer Travel. July :72 

Watch Repair Charges. Oct :284 

“‘Around-The-W orld” Display 
Selling Christmas Jewelry. 
Dec :78 

We 


Various Lines 


Stores of Various 


Our Sputniks, Too. 


JEWELRY 


a —S 
ga 4 , 
_ 4~= 


MODERNIZATION 


(,eneral 
Times Have Changed. Have 
You? Jan :68-81 

What Do You Do With an Area 
20 x 140 Feet? Feb:58 

My Old-Fashioned Front. Feb: 
138 


Apr:78 
People. 


One Store—Two Fronts. 
A Lounge for Happier 
Aug :1384 
How We Got Our 
Downstairs. Oct :182 
Where the Customer is Sold Be- 
fore She Knows It. Feb:154 
tig Ideas For A Small Store. 
Mar :84 
Better-than-Ever 
Room. May :66 
Not Enough Daylight? Knock A 


Wall Down. Oct :159 


Customers 


Diamond 


ighting 

Not Enough Daylight? Knock A 
Wall Down. Oct:159 

Times Have Changed. 
You ? Jan -§R-8] 

One Store—Two Fronts 


Have 


Apr :78 


_ = 


PEARLS 
Pearl Importers Refute 
Drop Story. Sept :162 
Design Techniques 
July :86 


Price 


Harriton 


PLATINUM 
Futures in Platinum 
First Time. Jan :145 
Palladium. Apr:94 


PUBLICITY—PUBLIC 
RELATIONS 
What Makes A Good 
Mar :76 
Graduation Clock Contest. Apr: 
124 
Ads on the Society 
Silver. Apr:137 
Strange Fragments 
sterland. June:6s 
When 13 Couples Said 
July :90 


Salesman? 
Page Sell 
Lob- 


from 


“a Do.” 


89 





Ni More ‘$59.50°° Watches for 
$29.95. Sept:100 

Guess How Many Watch 
Screws. Sept: 102 

Is There a Cherub? Nov :53 

Bridal Consultant Service. Dec: 


46 

The Jeweler: Low Man on the 
Totem Pole of Believability. 
Dec :74 


Gemological! Institute Offers 
Two New Courses. Jan :132 
Ring Guild of America Formed. 
Feb :170 

Plan for Permanent Jewelry 
Center. Feb:175 

Swiss Watchmakers Time-Tell- 
ing Program. May :125 

“And a Cherub Shall Lead 
Them.”” Aug :106 

To Survive We Must Sell. Aug: 
150 

Fashion Coordination Institute 
Project. Sept :160C 

You Don't Have to be a “Good 
Speaker.’’ Oct :122 

A One-Two-Three Ad Punch. 

ec :72 


REPAIRS 


‘“Horology”’ -~*“Techi- 


, Happens When You Re. 
pair the Repair Department? 
Mar :113 

Soldering’s Not So Tough! Aug: 
~ : 


Job Prospects for Watch Re. 
Pairmen. Nov :14] 

My Old-Fashioned Front. Feb: 
38 

How's Your Dollar 
Lines? Apr :66 

JC-K Survey, Part II. May :46 

Importance of Various Lines 
to Jewelry Stores of Various 
Sizes. June:48 

Book Reviews: July :152 

Sales in 1956. July :50 

Watch Repair Charges. Oct :234 


Volume, by 


RINGS 


Ring Guild of America Formed. 
Feb :170 

Romance in Rings. by Jerry 
Gewirtz. June:56: July :82 

A Little Lovers’ Lore. Aug :166 


For Flexibility in Display. Apr: 
122 


Birthstone Rings. Apr:119 

Ring ‘“‘Rash.”’ June:85 

When 13 Couples Said “I Do.”’ 
July :90 


_ ae 


SALES TRAINING 


‘See also “Business Manage- 
ment” “Employee Rela- 
tions’’) 

How to Use Word Magic in 
Selling. Apr:141 

Look for the “Buy Sign.’ May: 
76 

Selling Begins with No! July: 


How Do You Rate Yourself as a 
Diamond Salesman? Oct:115 

Help—for Your Extra Holiday 
Help. Oct :120 

How To Handle Customer Com- 
plaints. Feb :94 

The Telephone , Powerful! 
Sales Maker. Feb:149 

Saving The “Lost’’ Watch Sale 
Feb:104 

Modeling You 
Feb :108 

Famous Names Make Curren 
in Fashion. Mar :54 

Diamonds Are Cur 
Fashion. Mar :56 

What Makes A Good Sa 
Mar :76 

Palladium. Apr:$4 

The Story of British 
May :98 

Table Top Patterns 
monize. June :50 

Switch Selling. July 

Christmas Magic in 
dows. Aug:174 

Breaking into Jewelr 
Aug :242 


Merchandise 


“~~ Tr .* 


SILVER 


The Story of British 
May :98 

Table Top Patterns That Har- 
monize. June :50 

Sterling Does Not Demand a 
Metropolitan Market. Sept: 
106 

The Shape of Things to Come in 
Sterling Hollowware. Dec :52 

Silver Users Want Repeal of 
Silver Purchase Act. Dec :118 

What Do You Do With an Area 
20 x 140 Feet? Feb:58 

Flatware Sales. Feb:164 

How’s Your Dollar Volume, by 
Lines? Apr :66 

JC-K Survey, Part II. May:46 

Sterling Sales. June:84 

Found A Rich New Market for 
Silverware. July :60 

Does Sterling Interest Men? 
July :64 

Sales in 1956. July :50 

Sterling Silver Tournament 
Winners. Oct:204 


STAINLESS STEEL FLATWARE 


How's Your Dollar Volume, by 
Lines? Apr :66 

Summertime Dining. June :58 

Sales in 1956. July :50 

New Competition from the Far 
Fast. Aug:132; Sept:104 


- = 


TARIFFS 


Speidel Asks Imports Cut. Jan: 
130 

ODM Sets Date for Watch Im- 
port Hearings. Jan:131 

Imports ‘“‘Essentiality’”” High- 
light ODM Hearings. Feb:169 

Swiss Watches Must Pay Higher 
Duty. Mar :132 

“Language” of Watch Tariff 
Rules. Apr:157 

Controversy on Upjeweling of 
Imported Watch Movements. 
Aug :262 

U. S. Tariff Commission Report 
on Watch Duties. Sept:160D 


TAXES 


Jewelry Industry Testifies for 
Repeal of Excise Tax. Jan: 
130 

JITC Asks New Ruling on 
Credit-Charge Tax. Mar:132 

Excise Tax Applied to Trading 
Stamps. Mar :137 

IRS Excise Tax Ruling. June: 
115 

Jewelry Excise Tax Returns, 
Trends. Aug :261 

IRS Reviews Tax Status of 
Trade Associations. Nov :142 

Does Your Store Have a Hole in 
Its Pocket? Mar :90 

IRS Rules on Trading Stamps. 
Mar :137 

Tax Aid Bill for Small Busi- 
nesses. Apr :161 

Identification Bracelets Taxable. 
June:115 


rECHNICAL 


(See also ‘‘Gemology’’—‘‘Horol- 
ony”) 

Blue Baroques and Cabochons 
Jan :04 

The Automatic Watch with 
Roller Bearings. Jan:148 

Workshop Questions and An- 
swers. Jan :152; Feb :198 ; 
Mar:162; Apr:188; May:148; 
June:150; July :148; Aug:298: 
Sept :188; Oct:232; Nov:168; 
Dec :144 

Review of the Trade Press 
Jan :155 

White and Colorless Stones, by 
Dr. Pough. Feb:86 

Principles of Self-Winding 
Watches, by Henry Fried 
Feb:194; Mar:158; Apr:184 
Borazon”™’ Scratches Diamonds 
Mar :134 

The Gyromatic 211, by Henry 
Fried. May :144 

The Refractoscope, by Dr. F. H 
Pough. June:62 

Reserve Power Indicators, by 
Henry B. Fried. June:146 

Reconstruction, Synthesis, Cul- 
ture—or What? July :69:; 
Aug :160; Sept :94 

Principles of Cleaning by Ultra- 
sonics. Aug:294; Sept:182: 
Oct :228: Nov :164; Dee :140 

Hamilton Electric Watch. Feb: 
200 

The Benrus Self-Regulating 
Watch. July :146 

Book Reviews. July :152 

Modern Diamond Assorting 
Aug :152 

Soldering’s Not So Tough! Aug: 
182 


Gem Cutter Demonstrates His 
Art. Aug :250 
Colorless Stones. Nov:100 


A Mile a Tick Nov ‘HS 


_- = 


WATCHBANDS 


Speidel Asks Imports Cut. Jan: 
130 

Novel Fixture Sells Watchbands. 
Aug :172 

3ulk in Bands Takes A Back 

Seat, by Jerry Gewirtz. Sept: 

~ 

Let "Em See Your Watchbands, 
by Virginia Dixon. Sept:150 

Sells Watches and Watchbands 
Together. June:72 


WATCHES 


(See also “‘Fashion’”’ ‘*Horol- 
ogy” — “Merchandising” ~— 
*“Technical’”’ ) 

ODM Sets Date for Watch Im- 
port Hearings. Jan:131 

Tiffany Stock Transferred from 
Maidman to Bulova. Jan:143 

The Automatic Watch with 
Roller Bearings. Jan:148 

Workshop Questions and An- 
swers. Jan:152;: Feb :198 ;: 
Mar:162; Apr:188; May:148:; 
June:150; July :148; Aug: 
298 ; Sept :188 ; Oct :232: Nov: 
168; Dec:144 

Review of the Trade Press. 
an:155 

Hamilton Shows Electric Watch 
Feb :169 

Imports, ‘“‘Essentiality’’ High- 
light ODM Hearings. Feb:169 

Principles of Self-Winding 
Watches, by Henry Fried. 
Feb:194; Mar:158; Apr:184 

The Gyromatic 211, by Henry 
Fried. May :144 

Reserve Power Indicators, by 
Henry Fried. June:146 

Principles of Cleaning by Ultra- 
sonics. Aug:294; Sept:182; 
Oct :228; Nov:164; Dec: 140 


Do You Know Why You Don't 
Sell More Watches? Sept:.- 

New Faces and Cases, by Jerry 
Gewirtz. Oct :106 

ODM Watch “‘Essentiality” De 
velopments. Oct :202 

Why Don't You Sell More 
Watches ? Oct :93; Nov :56 

Hamilton Licenses Japanese 
Firm to Produce W atches 
Nov :135 | 

‘‘Watch Inspection Time.” Feb 
92 

Saving the “Lost” Watch Sale 
Feb :200 

For The Jeweler Theres Cur- 
rency in Fashion. Mar :61 

Bie Ideas for a Small Store 
Mar :84 

How’s Your Dollar Volume, by 
Lines? Apr :66 

King Saud's Gift Watches. Apr 
63 

Preview of Basel Watch Fal: 

yor :164 

16-4 Survey, Part II. May :46 

Three Big Days. May :96 

Summer Travel. July -72 

The Benrus Self-Regulating 
Watch. July :146 

Rook Reviews. July :152 

Sales in 1956. July :50 

Jewelry Business Indicators 
Aug :146 | 

Let "Em See Your Watchbands 
Sept :150 | 

U. S. Tariff Commission Report 
on Watch Duties. Sept :160D 

First U. S. Watch Factory. Oct: 
234 ; 

These Windows Say Take An- 
other Look. Dec :58 . 

Croton Watch Stirs Up Cuba 
Dec :45 

Was My Face Red! Dec 


WHOLESALERS 


There Is No Other Direction To 
Go But _. Forward. Fe:6!1 

The Case of the Friendly Sales- 
man. June: 

I Don’t Want to Buy 
Nov :96 

The Next Five Years In 
Jewelry. Jan:64 

Are Wholesalers Obsolete? Mar: 


Direct 


is 
Unqualified W holesaile Buyers 
May :8o 
Jewelry Business 
Aug :146 


Indicators 


WINDOW DISPLAY 


(See also “Display” Merchan- 
dising”™’ ‘Modernization’ ) 

Step-up Window Shelves Step- 
up Sales. Jan:%2 

Window Displays for the taby 
Department. Feb :96 

For Flexibility in Display. Apr: 
22 

Summertime Dining. June :58 

Strange Fragments from Lob- 
sterland. June:6% 

Summer Travel. July :72 . 

Christmas Magic in Your W in- 
dows. Aug:174 

Be Window-Wise and Group 
Your Christmas Gifts, by Vir- 
ginia Dixon. Oct:124 - 

Quick-and-Easy Christmas Win- 
dows by Virginia Dixon. Nov: 


6 

Christmas Spirit in Your Win- 
dow. Dec :54 

These Windows Say Take An- 
other Look. Dec :55 

On This Day Love Is King. Jan: 
90 

“Watch Inspection Time.” Feb: 
92 

My Old-Fashioned Front. Feb: 
3% 
Ideas for a Small Store. 
Mar :84 

Graduation Clock Contest. Apr: 
124 

Three Big Days. May :96 

Does Sterling Interest Men? 
July :64 

Window Trim Features Christ- 
mas Clocks. Oct:188 

‘*Around-The- World” 
Nov.109 

Windows Show Harmony in 
China and Glass. Dec :51 

Non-Commercial Windows Pay 
Off, Too. Dec:109 


Display 
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Mr. Banks’ alcove gift shop is quiet and restful in decor 
and color. But no customer can miss the bright-red neon 
sign that hails him at the entrance. 


Merchandise is selected with the utmost care to insure 
that each gift item is both beautiful and unusual. The 
“wasted space” provides a good-sized chunk of the store’s 
annual business. 


JEWELERS’ CIRCULAR-KEYSTONE, JANUARY 1958 


by Robert Latimer 


There was money 
in that 
“wasted space” 


This jeweler suddenly discovered that he had an 
unused asset right there in his store ... and all 
that was needed to turn it to account was imag- 


ination. 


® AT FIRST Neisen R. Banks thought that the 
small aleove at the rear of his jewelry store in 
Salt Lake City was good for nothing. Then he 
looked at it again. 

He remembered that the only stores in his sec- 
tion that sold gifts were variety stores, chain 
stores and furniture stores, and there weren’t too 
many gifts in these. Why not turn the alcove into 
a gift shop? 

Along both side walls he built shelves of soft 
pine, making pigeon-hole compartments of vary- 
ing sizes to accommodate his merchandise. He cut 
down a round oak table to coffee-table height to 
hold more gifts. The whole room he decorated in 
subdued grays and greens, and over the archway 
into the main store he hung a red neon sign read- 
ing “Gift Shop.” 

The venture paid off from the start. Now after 
eight years the shop accounts for more than 
$13,000 of the store’s yearly business. 

Mr. Banks goes to the West Coast and to Den- 
ver to attend gift shows and select his merchan- 
dise. He also buys through import catalogues, 
specializing in unusual pieces. Prices range from 
$2.50 to $25, the average sale being around $7.50. 

“Tl almost never repeat an item,” he says. “My 
customers know the gift they buy from me will 
be exclusive.” Zee 
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Photo courtesy of ONEIDA LTD. Silversmiths, Oneida, N. Y. 


Ster LILY Si Vel” imparts 
me THE TOUCH OF QUALITY 


Yes, Sterling Silver does something for a buffet or 
table setting that no other metal can do. It goes deeper 
than just the rich, lustrous beauty of Sterling. 

It’s the touch of quality —the feeling of well-being, 
dignity and pride that Sterling — and only Sterling — 
conjures up in all who possess and all who behold it. 


Is a wise Foetal Jeweler Whatever the occasion, Sterling Silver is always 


who capitalizes on the strong appeal that in good taste... always respected ... always right. 
Sterling Silver has for everyone, by set- 
ting up a tasteful, attractive display. 


HANDY & HARMAN 

82 FULTON STREET @e NEW YORK 38, N. Y. 

UPTOWN BRANCH—44 WEST 46th STREET, NEW YORK 36, N. Y. 
Quality frrectous m elals since 1867 


BRIDGEPORT, CONN. * CHICAGO, ULL. * LOS ANGELES, CALIF. © PROVIDENCE, R. 1. * TORONTO, CANABA 


- JEWELERS v | AR-KEY 
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from group of new figures in Doulton bone 
china, this Harlequin and Columbine are 8 in. 
high, contemporary in styling and painted in full 
color; retail $25 each. From Doulton & Co., Ine. 


of New Y ork. 


New “La Reine” pattern in Franconia china 
from Bavaria has hand-burnished gold encrusta- 
tion and a band of King’s blue: 5-pe. setting re- 
tails at $27.50. From Herman C. Kupper, Ine.. 


New York. 


“Williamsburg Aviary” is underglaze brown 
print on Queensware. Design is from 18th Century 
Colonial handkerchief: 5-pc. setting, $8.10 retail. 
From Josiah Wedgwood & Sons, Inc., N. Y. 
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ashions 








For semi-formal entertaining, these dinner-sized 
paper napkins stamped with new “Elegance” 
monogram; imprinted by the Kingsley Stamping 
Machine Co., Cal., to retail at $2.95 for package 
of fifty. 


New bone china pattern, “Topaz,” has rim of 
Sandalwood color edged in gold, with spray in 
brown and yellow touched with enamel: 5-pc. set- 
ting $21.75 retail. From Worcester Royal Por- 


celain Co.. N. i £ 


“Kent” pattern in Aynsley bone china dinner- 
ware from England has gold wreath around the 
shoulder finished with a gold edge line; 5-pc. set- 
ting retails at $25. From Fisher, Bruce & Co., 


Philadelphia. 
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TURNING POINT 


For Towle strategy for wooing women 


If your customers have been bypassing 
Sterling flatware to buy home appliances, 
1958 will mark the start of the swing back 
to Sterling. For proof, watch the activity 
of the Sterling Silversmiths of America. 


And watch Towle, your full-profit line. 


back to Sterling, watch Towle s four-color, 
full-pages in House & Garden, Seven- 
teen, Bride's Magazine, House Beautiful, 
Modern Bride, Living for Young Home- 


makers, Bride & Home and Holiday. 


STERLING IS FOR NOW...AND FOR YOU 


Towle 


SILVERSMITHS 


Newburyport, Massachusetts 
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From the Holmegaards factory in Denmark 
comes this “Mermaid” pitcher in clear and smoke 
hand-blown crystal; 38-0z. size retails for $6; 
24-0z.. $4.50. From Svend Jensen of Denmark. 


Inc., Rye. N. Y. 


Glass-bottomed tankard for beer or ale made in 
Sheffield, England, of gleaming, non-tarnishable 
pewter suitable for engraving; the pint size may 
be retailed for $9. From Viners, Ltd., of New 


\ ork. 


One of six new accessory pieces, this chip ‘n dip 
set is useful for serving appetizers or snacks; it is 
1214 in. in diameter and may be retailed for 
$10.95. In Kensington Ware, New Kensington, Pa. 
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ashions 


“Blue Meadow” pattern in melamine dinner- 
ware shows blue flowers on white with blue shadow 
rim, used with blue accessories; 16-pe. starter set 
$21.95 retail. From Fostoria Glass Co.. Mounds- 


ville, W. Va. 


Cigarette and urn set in china decorated to 
match dinnerware patterns may retail from $19.95 
to $25.95: Ronson mechanism is guaranteed for 
one year. Created by Lenox, Inc., Trenton, N. J. 


“Lyric” pattern in Spode bone china on Ham- 
burg shape has shoulder wreath of gray leaves 
with turquoise dots, platinum edge line; 5-pc. set- 
ting retails at $22.40. From Copeland & Thomp- 


son, Inc., New York. 








There’s no Business 
hike PLUS Business 


* 


Shown here: 


A top seller 
throughout 

the nation. . . 
the exciting 
pattern 
**Pyramids”’ 


. and profit-minded jewelry stores have found our unique 
Impromptu collection of fine china the source of some astonish- 
ing “plus” business. Reasons why this line sets itself off? 
Quality—backed by our famous “replaced if it breaks” war- 
ranty; function—you can cook, bake and serve in it; price— 
o-piece place settings from $4.95 retail (16-piece starter sets 


from $14.95); and proven style. 


lroquois 


HINA COMPAN SYRACUSE 9, NEW YORK 
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Roval Doulton 


Shown, Coronet, 5 pe. setting, $17.95 retail 


Royal Doulton leads the field . . . in design, in 

advertising, in sales. The first English china 

company to design for the American market, 

toval Doulton has the biggest advertising 

budget . . . is tops in bone china sales. All of 

which means a greater profit potential for you 

Watch for Royal Doulton advertising in BETTER 

HOMES & GARDENS, HOUSE & GARDEN, HOUSE 

\\ Y) BEAUTIFUL, LIVING FOR YOUNG HOMEMAKERS, 

“eter BRIDE'S MAGAZINE, BRIDE & HOME, THE NEW 
YORKER, HOLIDAY and SEVENTEEN. 


DOULTON €CO., INC., 11 EAST 26TH STREET, NEW YORK 10, N.Y 
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China 
Glass & 


Gittwares 
by MADELINE LOVE 


RE BUYERS SO BOGGED DOWN with the small 
details of department operation that they 
have no time to give to selling ideas”? 

The promotional director for a large tableware 
manufacturer thinks so. Part of her duty is to 
travel around the country visiting stores, talking 
with salesgirls, and offering suggestions. She has 
found a startling number of stores whose china 
and glass departments are stagnating because 
the buyer is simply too occupied with the details 
of running the department. 

Should the buyer be expected to do such chores 
as dusting the merchandise and wrapping pack- 
ages? Shouldn’t she be given an opportunity to 
read such magazines as JC-K, which contains 
articles on sales promotion? Wouldn't it be of 
active benefit to the store owner if he encouraged 
his buyer to work out some creative selling pro}- 
ects? Many such projects are presented in these 
pages, and they require nothing but a little 
thoughtful attention. 

But if there is no follow-through on the bridal 
registry, if displays and table settings are left 
unchanged for weeks at a time, if the buyer is 
too busy to keep abreast of current style trends— 
what then? Can we blame the customer if she 
wanders off to a store that’s more alive? 


ECAUSE HE HAS BEEN DOING such an outstand- 
B ing job of merchandising fine china and glass 
in his community, Stanley Freedman, head of 
Peters Jewelers, Inc., of Bound Brook, N. J., was 
invited to address the sales force of Lenox, Inc., 
at its meeting held Dec. 17. The sales sessions 
were held at the Princeton Inn, Princeton, N. J. 


UYERS WHO ATTEND the New York Gift Show, 

to be held Feb. 23 to 28 at the New Yorker 
Hotel and the Trade Show Building, will find 
several innovations this year. First, there will 
be a registration booth in the hotel lobby. Second, 
arrangements have been made for special eleva- 
tors to the show floors only. Third, the hotel sec- 
tion of the show will include one additional floor. 
Floors will run from the second through the 
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AY by, WE great, new 


campaign to 
Sterling 


Starting January 11, Coast-to-Coast NBC Network 
plus local radio programs, covering over 200 cities 
and 95% of all U.S. families, specifically tailored 
to appeal to all your best customers 


The personalized nature of today’s radio listening habits makes it possible to pinpoint 
advertising messages directly to your specific prospects. Thus, radio offers the ideal way 
to reach millions of teen-age girls, young marrieds and other women who make up the 
great potential market for Sterling. Radio also provides a powerful supplement for 
manufacturers’ magazine and retailers’ newspaper advertising. 

Radio has undergone an amazing revitalization to the point that it is now referred 
to as “‘advertising’s newest and most dynamic medium.” Radio’s “‘new” daytime audi- 
ence of andividual listeners in bedrooms, kitchens, cars and many other places in and 
about the home 1s actually larger than television’s except for the 4 evening hours 
between 7 p.m. and 11 p.m. 

So today, with this potential market at an all-time high, the greatest Sterling 


1g campaign ever launched is moving into high gear. And radio has been 


advertisi 
selected as the major medium to help you sell more customers more Sterling—now—by 


continuous, concentrated emphasis on the theme: “Sterling 1s for NOW.” 


“Sterling Silver Spotlight ”— to be sponsored on MONITOR, the pop- 
ular NBC Weekend Network Radio Program—will provide national coverage in a heavily 
concentrated campaign that will literally blanket the country with Sterling commercials. 
The program content, the timing, subject matter, and techniques used in the commer- 
clals have been worked out in specific detail to reach the thousands of families who are 


most able, willing, and ready to buy Sterling... now. This prominent Network program 





mnaustry-wide 
help you sell more 
silver flatware... 


will offer unusual opportunities for local tie-ins and traffic-building store promotions. 


In addition, a highly selective, localized Spot Radio campaign has been devised to reach: 


rey ° - 6 , a m : ‘ 

The all-important “Young” Market . . . Music and News pro- 
grams featuring the top local radio personalities in principal cities, will carry the 
“Sterling Silver Spotlight” messages to more millions of top-priority Sterling prospects. 
Again, the programs and the commercial messages have been tailored to the individual 


listening habits of your most likely customers. 


° ° , 
Behind this CAMPAtZll are the results of an extensive motivational re- 
search study to find out just who your best customers are, and what can be done to help 
you sell them more Sterling. The combined efforts of the Sterling industry, involving 
hundreds of thousands of dollars in advertising, promotion, research, and publicity are 


being massed behind the theme “Sterling 1s for NOW.” 

Ahead ts a new era for Sterling . . . with more and more emphasis on 
everyday enjoyment of Sterling by more and more families. And more and more Sterling 
sales for you. For ideas on how to tie in with this gigantic campaign for greater prohit, 
SEE NEXT PAGE. 

Over 1,000 dynamic selling messages every week 
over today’s newest medium will remind millions of 


Sterling Customers that 





VA ° 
Youre a very unportant part 
of a very important program 


to sell more Sterling... starting now! 


AHEAD IS A NEW ERA for your store in Sterling sales and profits, if you add to the 
interest in Sterling stirred by the industry campaign before and after the consumer 


enters your store. 


How to do tt... 


1. In radio tie-ins adjacent to Monitor, and in your local spot schedule, invite listeners 
to your store to see and feel the Sterling they’ve heard about. 

2. In every newspaper, radio, television or direct-mail ad you sponsor, feature the 
phrase STERLING IS FOR NOW. 

&. Take advantage of the many promotional aids available to you from your Sterling 
supplier. 

4. Give your Sterling salespeople all the information you can about the program and 
about Sterling sales methods. Your Sterling supplier, trade papers and Sterling Sales- 
manship Newsletters will make this essential job easier. 

&. Give the public more information about why Sterling is for NOW through window 
and store displays . . . making talks and giving exhibitions at women’s and civic clubs . . . 
cooperating with the home economics teachers in your local schools. 

6. For all gift occasions, feature—Sterling 1s for NOW—and for Gifts. 

7. Put new vigor in your current Sterling promotions . . . Club plan, bridal registry, 
table setting contest, girl graduate, and other timely activities. 

8. Create new events linked to the new program . . . a pattern selection Coke party 
with a local disk jockey as guest of honor, for instance. 

9. Stand by to support, for your own local benefit, National Sterling Silver Week and 


other special events promoted through the publicity channel of the industry campaign. 


STERLING SILVERSMITHS OF AMERICA 











twelfth. The latter floor was added to compensate 
for the elimination of many small sample rooms 
during the recent remodeling of the ninth and 
eleventh floors. Also new this year will be the 
dinner dance to be held on Thursday, Feb. 27, at 
the Statler Hotel by the National Gift and Art 
Association, sponsors of the show. 


HE SECOND Decorative Home Accessories 
Th coon, sponsored by the 15th Floor Merchan- 
disers Club of the Merchandise Mart, Chicago, 
will be held Jan. 6 to 17, coinciding with the In- 
ternational Home Furnishings Market. Five 
pairs of tickets to My Fair Lady will be given 
away to buyers each day during the first week of 
the show. 


PARTY FOR BUYERS will be one of the features 
A of the Allied Gift and Jewelry Show which 
will be held Feb. 16 to 20 in the Hotel Adolphus 
in Dallas, Tex. The party is set for the night of 
Keb. 17 in the hotel ballroom, and on the follow- 
ing evening a dinner dance will be held in the 
Century Room for both exhibitors and buyers. 





‘FAYNE MANSFIELD inspects some of the distinc- 

tive pieces in Rorstrand ceramics at the com- 
pany’s showrooms in Stockholm, during her 
recent visit to that city. Rorstrand is imported 
to this country by Fisher, Bruce & Co., of Phila- 
delphia. 


ONATHAN HIGGINS, president of the Midhurst 

China Co., Ine., of New York, has announced 
the addition of several import and domestic lines. 
They include Du Barry, French earthenware; 
Cornishware, a gourmet line from England; and 
Hostessware, a vitrified ovenproof line of cooking 
and serving accessories. 


UGH F. HINCKLEY, of Doulton & Co., Inc., im- 
El vevters of English bone china and earthen- 
ware, has been named chairman of the china and 
glassware division of the 1958 National Founda- 
tion for Infantile Paralysis campaign. Roy W. 
Moore is general chairman for the March of 
Dimes in New York. Zan 
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THE FINE ENGLISH 
Spode DINNERWARE 





Soup Tureen II" 


CG;adroon Spode 


Imperial! an 
"> 
™ , 
| oo 


There has been an increasing demand for odd, 
undecorated Soup Tureens. Here 1s one of the 
finest, with soft off-white coloring and distinctive 
shape. 

It retails for $34.00 and is available from New 
York Stock. A matching Ladle is only $4.50. 


Copeland & Thompson, Inc. 


2706 Fifth Avenue. New York 10, New York 


IN STOCK IN NEW YORK 








FRANCONIA CHINA 
One of europe 5 Ful 


Introduces ‘'PRISCILLA" 

Nationally Advertised in Bride's Magazine—Spring Issue! 

One of Franconia's loveliest new patterns . . . white Orange Blossoms 
and blue Baby's Breath are swagged in a border of grey moiré 
accented with pink scrollwork on pure white, translucent porcelain 
banded with Platinum. 5-pc. place setting with a 10!/2"" dinner plate: 
$13.00 (slightly higher south & west) 


HERMAN C. KUPPER, INC. 
39-41 West 23rd St. ° N. Y. 10, N. Y. 
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GORHAM NATIONAL ADVERTIS- 
ING IS 5 TIMES MORE EFFECTIVE 


... because of the unique 
Gorham ‘‘Five Market” ap- 
proach. Most sterling silver 
advertisers concentrate on the 
vouny girl almost exclusively. 
The Gorham program goes 
four ste ps furthe r, with special 
ads tailored to al/ five markets! 


From the oldest (Chantilly, 
1895),to the newest (Stardust, 
1957) —Gorham’s complete line 
of 18 active, nationally-adver- 
tised patterns offers a design 
for every individual taste. 


has everything 
to make the new 
sterling industry 
promotion pay 
off for you! 





It’s so much easier to sell the leader— 
the brand your customers recognize 
and trust. Here are two pages of 
reasons why Gorham has been—and 
continues to be—the fastest moving 
line of fine sterling silver flatware 
in America. See how Gorham ties in 
with the tremendous new industry- 
wide promotion effort with an 
exciting display and mat ad program 
—effective national advertising and 


exciting sales aids of all kinds! 





10 REASONS WHY IT’S WORTH IT TO YOU 
TO PROMOTE THE GORHAM NAME: 


1 Gorham has more “best sellers” 


than all other manufacturers. 


2 Gorham is always found in the 





6 More Gorham sterling is owned 
by the public than any other make. 


7 Gorham was the first national 





hest stores—because of controlled 
and selective dealer distribution. 


3 Retailers advertise Gorham more 
than any other line because it 
brings the greatest returns. 

4 Gorham makes more designs 
from which customers may choose 
than any other manufacturer —a 
best seller in every design category. 
5 Consumer research has shown 
that pattern and manufacturer are 
the two most important factors in 
pattern selection. Featuring 
Gorham makes your job easier. 


advertiser of sterling and a con- 
tinuous advertiser since 1853. 


8 Gorham’s exclusive one-piece 
knife handle is made from a seam- 
less sterling tube that will resist 
denting if accidentally dropped. 


9 An extensive line of quality ster- 
ling holloware gives an added aura 
of prestige to Gorham flatware. 


10 Gorham has been a winner of 
gold medals at every exposition 
where its products have been shown. 
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THE INDUSTRY’S BEST DISPLAY PROGRAM! 


Gorham offers the only planned program for dealers 
covering a complete six month period—plus special 
event displays. And Gorham display pieces have a 
reputation for unusual, creative design—fine work- 
manship—units you’ll proudly use in your store! 
Complete 6-month Winter-Spring ’58 program (six 
units) —$27.50. (Motor $5 extra.) 






Coming soon—an exciting new concept in pattern 
displays—watch for it! 


CY wrat SCHOOL PROGRAM! 
C » puto This year, Gorham dis- 
¢q )y " tributed hundreds of 

be ntatnhd thousands of this popu- 
aaa 


CY what lar coordinates booklet 


to young women in high 
schools and colleges all over the country... And in 
addition, a special 20 minute tie-in color film stress- 
ing the “What Goes With What” theme coordinating 
sterling, china and crystal, is being shown through 
home economics classes in all important markets. 


SALES-PRODUCING 
CONSUMER LITERATURE! 


Here’s a selection of at- 
tractive folders Gorham 
has currently available 
for your customers: 
All-Pattern Folder 
Club-Plan Folder 
Special Order Folder 
“Thread of Gold’”’ Booklet 
“Thread of Gold” and Ex- 
clusive-Pattern Price List 


NEW CONCEPT IN CHEST DESIGN MOVES 
MORE STERLING! 


Only Gorham offers this 
new American Modern door- 
drawer silver chest (holds 
132 pieces.) Inspired by the 
popular louver door furni- 
ture, it has already become 
one of the best-selling silver 





chests on the market. Available in weathered pine or 
mahogany finish, $21 retail. A complete line of 
other handsome Gorham chests is also available. 
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HELPFUL ADVISORY SERVICE PROGRAM! This special 
Gorham service is set up to help you plan local con- 
sumer shows and promotions with local groups such as 
P.T.A., garden clubs and other women’s organizations. 
This service is also available to help you with special 
in-store promotions of all sorts. 


THE INDUSTRY’S LARGEST SPECIAL ORDER PROGRAM! 
Gorham’s annual special order program is complete in 
every way, with tie-in newspaper mats, counter cards 
and statement enclosures. 


NEW TECHNIQUE IN NEWSPAPER MAT ADS! 


Only Gorham offers you a revolutionary 
new art treatment for newspaper repro- 
duction! You get clearer reproduction 
of patterns than ever before with this 
exclusive new Gorham technique! 


e And for stores with their own adver- 
tising departments, we make available 
photographs of merchandise, reproduc- 
tion proofs of merchandise art work, 
layout suggestions and drop-in mats. 


Write today for your new Gorham 
spring mat ads (state approximate size 
mats you prefer. ) 


one" 
s 
s*° 





FOR INFORMATION ABOUT THE COMPLETE GORHAM PROMOTION 
PROGRAM, CONTACT YOUR LOCAL GORHAM REPRESENTATIVE OR 
WRITE: DEPARTMENT 205, THE GORHAM COMPANY, PROVIDENCE, R.1. 
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® EVERYDAY SOCIAL COURTESY is an ingredient we 
often leave out of our recipe for building customer 
good will. We keep our stores clean, we sell good 
merchandise and we try to be reasonably polite. 
But for some reason we seem to feel that the real 
courtesies and social niceties of our private lives 
are not necessary in our business relations. To me 
this is not only illogical, it is detrimental to the 
best interests of any enterprise where customer 
good will is important. 

If I were a jeweler, I would operate my business 
just a little differently from the way so many of 
my competitors do. Not in merchandise, location, 
prices, sales policy or window trim. All these 
would be continued as they always have been. 
The thing I would change would be my way of 
Customer Contact. 

For example, if a customer with whom I was 
not already acquainted, entered my store I would 
approach him (or her) with a pleasant ‘Good 
morning, Sir, my name is John Jones. May I be of 
service to you?” 

We introduce ourselves to fellow guests at ban- 
quets and other social gatherings. We do so in 
the interests of good fellowship; we want to be 
friendly. If this is “good business” in our social 
life, why isn’t it “good business” in our business 
life as well? 

Another thing I would do would be to express 
my written thanks to every customer for the priv- 
ilege of having served him. If this sounds ‘far- 
fetched” or if it looks as if I were trying to paint 
the lily, I can justify it by my way of doing things 
in my private social life. 

When my wife and I are invited to a dinner 
party or to some other social affair, it is our in- 
variable custom to drop a note to our hostess the 
next day, expressing thanks for a very pleasant 
evening and for the privilege of having been 
guests at her home. This simple little gesture of 
courtesy is genuinely appreciated and has ingrati- 
ated us with our friends everywhere. 

Once again I must ask: If this is “good busi- 
ness” in social life why isn’t it “‘good business” in 
business life as well? 

With the certainty that this sort of social gra- 
ciousness is “good business” in business life I 
would, therefore, follow this routine if I were a 
jeweler: 
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I would make it inflexible policy to note on every 
sales slip the full name and address of each cus- 
tomer to whom a sale of merchandise or service is 
made. That same day—or the very next day at the 
latest—I would drop him (or her) a little note 
reading something like this: 


Dear Mr. Brown: 

Thank you for Visiting our store vesterday and 
for giving us the privilege of making your ac- 
quaintance. 

May we also express our appreciation for the 
opportunity to serve you. The watch you pur- 
chased is a fine and dependable one. With the 
ordinary care that you give to any precious piece 
of jewelry, it will give you years of satisfactory 
service, 

We hope you will consider your patronage of 
our store as the beginning of a long and friendly 
relationship between us. It is our sincere desire, 
at all times, to serve you in such a way that you 
will always be pleased with everything you pur- 
chase here. 

We hope that you will visit us soon again. 

Cordially yours, 
SMITH JEWELRY CoO. 
Even if the customer has merely a watch re- 
paired, a contact of this kind may be the founda- 
tion of a long and profitable friendship. Such a 
customer could receive a letter along these lines: 


Dear Miss White: 

Thank you for giving us the privilege of re- 
pairing your watch. We are glad you brought it 
to us and that we have had the pleasure of mak- 
ing your acquaintance. 

Your watch was serviced by experts who have 
had long experience working on thousands of fine 
watches. Before it was delivered to you, it was 
carefully timed and checked, and we are confident 
it will now serve you satisfactorily. 

The success of our business depends on your 
good will. We are not satisfied with any trans- 
action until and unless our customer is satisfied. 
It will be our sincere desire, at all times, to serv 
you in such a manner that you will be pleased 
with everything you purchase here. 

We hope you will visit us again soon. 

Cordially yours, 
SMITH JEWELRY CO. 
Good will is a lot like love. Money can’t buy it or 
create it. But it can be built and developed with 
simple, friendly, gracious courtesy. Why not try 
this easy recipe and see how it works for you? It 
costs so littl—and can do so much. It’s reallv 
worth a try.—Ernest E. Little. Bee 
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There's no closed season 
on sales when you feature 
the Silver City line. 

The eye-catching sparkle 

of sterling on crystal 
displayed in your window 

is a sure-fire traffic booster, 
and the complete range 

of style and price offered 
only by Silver City provides 
a gift for every occasion 
— a sale in any season. 
If you're missing sales 
by not showing the 
Silver City line yet, 
write for catalogs and 
prices. Or better still, 


see the complete line at: 


LOS ANGELES 
Biltmore Hotel—January 19-24 


SAN FRANCISCO 
Merchandise Mart—February 2-5 


CHICAGO 
LaSalle Hotel—February 2-13 


2 quart pitcher illustrated 
retails for approximately $11.00. 





Merling Side , Uy 
A. 






SILVER Ctit¥Y GiLass COQ. >» MERIDEN, CORN. 


FOLDING 
GIFTWARE BOXES 


in your choice of 
smart patterns 


* Tremendous space savers (shipped flat) 

* Require no outer wrapping 

® Sturdy construction (double walls) 

* Qver 100 sizes available for immediate delivery 
© Low prices plus 10% and 5% special discounts 
* Special freight allowances 

© No charge for imprinting your name 


Folding jewelry boxes (packed with coffon) are now 
available in 10 popular sizes. 


Of course, you may have our 
latest catalog; please write for it. 


. See us at all the gift shows. 


225 FIFTH AVE., SUITE 1229 K, NEW YORK 10, N.Y 
Outstanding Manufacturer of 
Folding Giftware Boxes 


America's 


CONQUER 


OE Cham 


*Zooming Operating Costs 


> THE OBJECTIVE: 


Build the “plus” department that 
o} the year. 


Get the inside track on LUGGAGE AND LEATHER GOODS ... 


new styles... new merchandising 





“sells on sight” 12 months 


new lines ... new trends... 
ideas ... right contacts—al// in one trip! 


=> THE TIME: 
February 16-19, 1958 
my THE PLACE: 


MID-WEST LUGGAGE AND 
LEATHER GOODS SHOW 


PALMER HOUSE, CHICAGO 


See Complete Lines of: 





bth & 7th’ 
FLOORS | 


geyage, trunks, briefcases, personal leather goods, travel accesso 
ries, leather novelties. 


Sponsored and managed by 


LUGGAGE & LEATHER GOODS MANUFACTURERS OF AMERICA, INC. 


220 Fifth Avenue, New York 1, Jack Citronbaum, Exec. V. P. 


Luggage. 
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IN STORE THAMWORA (from page 42) 


daily. (By comparison, back in 1929 and ’30 his 
average was 40 bands a year.) 

Such results, he believes, prove the value of 
having the repair staff educated to a merchandis- 
ing frame of mind, while controlling the amount 
of time they spend at work other than repairs. 
As a matter of tact, the repairman-salesman 
teamwork accounts not only for increased sales 
of watchbands but also for a considerable volume 
of all kinds of store traffic. 

If the customer’s band is in good condition, the 
repairman may say, “It’s remarkable the way a 
low-priced watch like this one can really take it. 
This one is good for vears of service now. Did 
you know that this company also puts out an 
excellent low-priced clock? Perhaps you'd like 
the salesman to show you a few. They’re made 
up In styles for the kitchen and the living room.” 

Or, “This is a cute watch for a youngster, but 
you'd be surprised at how much more durable the 
new ones are. The price is lower, too, and they’re 
terrific birthday presents.” He pulls out a tray 
and beckons to a salesman. “Mr. X will show 
them to you. It will only take a minute.” 

This sort of promotion is easy and it costs 
nothing. Moreover, its results can be predicted in 
advance. The customer may buy the clock or 
watch in question. Or be drawn to other merchan- 
dise that will serve the same gift purpose, such 
as hollowware or engraved children’s identifica- 
tion bracelets. Or come back later when he’s in 
the market for a gift. He has been educated to 
the idea that Masur’s is “his”’ store for jewelry 
or watches. He has seen the merchandise there 
himself. 

Mr. Masur believes that in-store teamwork 
one important reason why his annual sales volume 
has climbed from $3500 to the $190,000 which he 
reached last year. a26 


BUILD YOUR OWN 
REFERENCE LIBRARY 


JC-K’s annual editorial index, the price- 
less merchandising tool covering the wealth 
of material published in 12 issues during 
1957, begins on page &6 of this issue. 

Use it as a reference for ideas on promo- 
tion, merchandising, advertising and pub- 
licity which can help you now! 
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HERE’S THE COMPLETE GIFT MARKET! 


LARGER BY FAR than any trade show in the 
gift field, the New York Gift Show is a traditional 
meeting place for progressive buyers. Here 

youll find the greatest range of selected giftwares 
from this and 30 foreign countries. Arrayed for 
your comprehensive selection are 822 attractive 
exhibits. Shop the entire market in one efficient trip 
and still have enough time left over to enjoy the 
theatres, night life and numerous attractions of gay, 


glamorous New York. 


Sponsored by the National Gift and Art Association, Inc. 
Directed by George F. Little Management ® 220 Fifth Ave., New York 1, N. Y. 


IANIIARY 1y 





Briefly 


THE NEW DEFENSE BUDGET, including $2 billion for missiles, practically rules out 
all chance of ending the jewelry excise tax this year. Similarly, no 
reductions are likely for corporate or personal income taxes. 


SOQ JEWELERS MAY AS WELL GIRD THEMSELVES for doing business under a con- 
tinuation of the 10 per cent excise tax for Several more years. The tax 
began on Oct. 1, 1941 and so far it has yielded nearly three billions of 
dollars__$2,868,815,000, to be exact, collected by the Excise Tax division 
of the Bureau of Internal Revenue from sellers of jewelry. 








THE JEWELERS' CASE FOR EXCISE TAX REPEAL, or reduction in the rate, will be 
presented by Oliver A. Jenkins, of Jacksonville, Fla., chairman of the 
Jewelry Industry Tax Committee. He will testify this month before the 

House Ways and Means Committee. But in these Sputnik days, Mr. Jenkins 
could realistically expect little more than a courteous hearing. 











PARKER PEN MAY BUY EVERSHARP'S WRITING INSTRUMENTS DIVISION. The two firms have 
been negotiating the sale for some time, expect that a final decision will 
be reached shortly. Executives say it would not be a merger. 


RETAIL SALES BY "DOWNTOWN" STORES LAG FAR BEHIND advances made by retailers in 
non-downtown metropolitan areas. A new government study shows that between 
1948 and 1954, central city store saleS went up only 1.6 per cent, while 
retail sales in metropolitan areas as a whole rose 32 per cent. Among 
problems downtown merchants face: inadequate parking areas, traffic-con- 
gested streets, not enough effective public rapid transit facilities. 


TWO NEW YORK RING MANUFACTURERS HAVE MERGED. Colonial Manufacturing Co. and Shiman 
Bros., after six weeks of pow-wows, jointly announced their wedlock Dec. 18 
at Colonial's 304 E. 45th St. offices and plant. Shiman's operations and 
equipment will be moved to Colonial. The firm's name will be Shiman Bros.-- 
Colonial, Inc. 


THIKD QUARTER 1957 SALES OF JEWELERY ITEMS ROSE 2.6 PER CENT above comparable '56 
figures, excise tax collections reveal. The 10 per cent tax for July, 
August and September of 1957 was about $36 million; for the like '56 period 
it totaled slightly more than $35 million. Luggage, furs and toilet 
preparations, the other retail items Subject to the tax, also showed gains. 


ALL CLOCK MECHANISMS ARE EXCISE-TAXABLE, no matter what article they may be part 
of, the Internal Revenue Service says. AlSo decided in a recent series of 
IRS tax rulings: charm bracelets are subject to the excise tax, even when 
Sold at cost by groups not otherwise engaged in the retail business; snap- 
Shot albums made of a plastic cover with transparent compartments are not 
excise-taxable, nor are tranSparent wallet inserts. 


NEW HAVEN CLOCK & WATCH HAS COURT APPROVAL TO REORGANIZE. The firm, which filed 
a petition for voluntary reorganization in December 1956 under the Federal 
Bankruptcy Act, got final approval from the U. S. District Court in New 
Haven, Conn., last month. 


CONTROL OF THE FIRM WILL GO TO NINE NEW YORK MEN, with Dr. Max Geller, once 
the firm's head and now a director of the Waltham Watch Co., to again be 
chairman and chief executive officer. Other officers will be: Seth Harrison, 
a director and treasurer of Waltham, president; S. David Leibowitz, execu- 
tive vice-president and general counsel; and Herbert Braasch, New York 
attorney who presented the reorganization plan, secretary. The firm hopes 

to expand its electronics division. 
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CUSTOMER = // 
“\ SATISFACTION 7 


is the jewelers = 
most valued =“ 


A 


asset... 


A customer may forget the bargain price 
paid for a watch—but will never forget or 
forgive the jeweler who sold him a watch 
that did not fulfill its promises. 


~ 
~ 


Zodiac promises the jeweler— 


Superbly designed prestige * watches for 
\ men and women with “room to breathe” 
profit markup. Sold only through exclu- 
sively franchised jewelers with full profit 
protection. Pre-shipment testing and tim- 
ing. Nationally advertised the year ‘round. 
Complete dealer aid kits. Retail price 
line from $49.75 to $2500.00 (Fed. Tax 
Included ) 


Zodiac promises the customer— 
A superbly designed precision watch with 
an “honest-to-goodness’ one year guaran- 
tee. A selection from the most complete 
automatic watch line available. A watch 
that will serve truthfully under most trying , 


aa For exclusive 
conditions and over a long span of years. —‘ 
\ 


franchise information 
and catalogue, write: 


15 West 44th Street, New York 36, N. Y. 


"Official watch of the Swiss Federal Railways 
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$14.95 Sug. retail | 


Game Cocks, 12” diam. 
Black-decorated Gold, White-decorated 
Gold, Copper-decorated Black finishes. 


14.95 sug. retail. 
Modern Sunburst, 

12” diam. 

Gold with Black dial, 
Copper with White dial. 
Black with Gold dial. 


19.95 sug. retail. 
Traditional Sunburst, 
16” diam. 

Metalgold finish. 


19.95 sug. retail. 
Zodiac, 16” diam. 
Metalgold, 
Black-decorated 
Gold finishes. 


All suggested retail prices 
slightly higher in West. 


14.95 sug. retail. 


Provincial, 12” diam. 
White-decorated Gold, 
Fruitwood-decorated Gold, 
Gold-decorated 

White finishes. 


19.95 sug. retail. 


Four Seasons, 17” square. 
Metalgold, Black- 
decorated Gold finishes. 


Americas 
Foremost 


Manufacturer 


OO 


of Decorative 
Ac CeSSOTIES 
Since 


1890 


ADDS DEEP-CARVED ELEGANCE 
TO ELECTRIC WALL CLOCKS 


10.95 sug. retail. 
Daisy, 1142” diam. 


FOR 
KITCHENS 
FAMILY ROOMS 
PLAYROOMS 
DINETTES 
BATHROOMS 
BEDROOMS 
FOYERS 


A new concept in electric wall 
clocks: elegance at a price! What 
used to be just a device for telling 
time is now an object of art, the 
kind of sell-on-sight wall accessory 
that appeals to every budget-bound 
homemaker bent on glamourizing 
her home. Now even her kitchen, 
bathroom, playroom and hallway can 
boast a living room flair. Now the 
excitement of decorator design and 
colors can be hers at pots-and-pans 
prices. Our famous  hand-carvers 
have been renowned for their ex- 
quisite SyrocoWood creations for 
over 60 years, and they've lavished 
that same sculptor’s talent on these 
striking plug-in timepieces. Your 
store can be the first to offer them 
to fashion-hungry customers in your 
neighborhood. CONTACT YOUR LOCAL 
DISTRIBUTOR OR WRITE FOR COM- 
PLETE DETAILS NOW! 


Permanent Showrooms 


Black or Copper finishes. CHICAGO, 1526 MERCHANDISE MART 


NEW YORK, 225 FIFTH AVENUE 


SYROCO, INC. DEPT. J18 

SYRACUSE 2, NEW YORK 

Gentiemen: 

1 am interested in your decorator-styled Electric Wall Clocks. 


Please send fully illustrated folder and other pertinent 
information. 


NAME 
STORE NAME 
ADDRESS 
CITY ZONE ___STATE 




























The JEW 


ie Berates Manufacturers 
Of Karat Gold Jewelry 
For False Quality Marking 


Epidemic proportions to which 
the practice of false quality mark- 
ing of karat gold jewelry has grown 
prompted the Jewelers Vigilance 
Committee to read the “riot act” 
on Nov. 14. 

At JVC’s insistence, gold re- 
finers, suppliers and manufacturers 
of karat gold items were summoned 
to a soul-searching meeting at the 
Warwick Hote! in York. 
There, too, were trade association 
attorneys, industry officials and 
Albert G. Seidman, head of the 
Federal Trade Commission’s New 
York office, which is working over- 
time these days investigating com- 
plaints of violations in karat gold 
marking. 

Seidman, introduced to the as- 
sembly by JVC Chairman Gustav 
H. Niemeyer, roundly berated the 
industry’s gross abuses of the law 
in gold marking. He said that the 
National Stamping Act, which is 
unambiguous” in its 
provisions, and the Commercial 
Standards for marking articles 
made of karat gold, provide def- 
inite guideposts for manufac- 
turers. He also referred to the 
marking standards set in the 1957 
“Trade Practice Rules for the Jew- 
elry Industry,” and to the °*48 


Naw 


“clear and 
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Practice Rules for the 


“Trade 
Watch Case Industry.” 


Seidman warned that the Na- 
tional Stamping Act provides crim- 
inal penalties for violators. He said 
the jewelry industry, which is tak- 
ing up a disproportionate amount 
of FTC’s time and funds (51 cur- 
rent investigations, 11 complaints 
issued, 4 cease and desist orders 
given), does not have the excuse 
of “absence of guideposts” and 
must live within the regulations. 


Quotes Tolerances 


Niemeyer, who presided at the 
meeting, said false quality marking 
had grown to “an alarming degree.” 
He pointed out the common viola- 
tion of up-stamping of 9'¥ and 
131. karat gold jewelry to 10K and 
14K. The National Stamping Act, 
he said, allows tolerances of ™% 
karat between actual fineness and 
fineness indicated by marking; thus 
only articles which assay at 9% 
karats or more may properly be 
branded “10K.’’ When solder is 
used, each part of the item may 
have '\% karat tolerance, and the 
entire article is allowed a full karat 
of tolerance. However, soldered 


articles must pass both tests to 


meet stamping requirements. The 
tolerances for gold watch cases and 
flatware are similar, but are more 
exacting than for jewelry. 
Niemeyer asked for complete co- 
operation from the trade. 





NEW SALESMEN FOR SESSIONS: Alliance Manufacturing Co. representa- 
tives discuss new sales program for the line of clocks made by Sessions Clocks 
of Forestville, Conn. Alliance recently took over merchandising duties for Ses- 
sions. Present with New York wholesalers at the Waldorf-Astoria Hotel are, 
from left: A. R. Thorp of Sperry & Hutchinson Co., New York; John Bentia, 
Alliance president; O. C. Miller and W. R. Busch, both of Sperry & Hutchinson; 
and William Chaddis, Alliance’s New York representative. 
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Sir Ernest Oppenheimer Dies: 
Was Diamond and Gold ‘King 





Sir Ernest Oppenheimer, 77, the 
man whose name was synonymous 
with the words diamond and gold, 
died Nov. 25 at his home in Jo- 
hannesburg, South Africa. 

Beginning his fabulous career 
as a $3-a-week office boy in a Lon- 
don diamond firm when he was 
16, he rose to head the Syndicate 
that controls 95 per cent of the 
world’s diamond supply. His life 
from 1896, when he left his home 
in Friedberg, Germany, to learn 
the diamond 
steady rise in the industry. By 
1902 he was a partner in his firm 
in Kimberley, South Africa. Ten 
years later he was mayor of the 
town. He was knighted in 1921 
for his services during the first 
world war. He was a member of 
parliament, and was active in 
South African politics. 

During the gold rush of 1917 
Sir Ernest managed a $5,000,000 
loan from the J. P. Morgan Lon- 
don office and formed the Anglo- 
American Corp. of South Africa. 
By a series of financial stratagems 
he acquired control of De Beers 
Consolidated Mines, Ltd., in 1929. 
Through many threats, depres- 
sions and scares, Sir Ernest, 
through careful controlling of 
production, managed to keep the 
price of diamonds stable. 


business, was a 
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PRETTY PAPOOSE: Navaho 
Indian beauty Beulah Melvin, 
guest on the network CBS-TV 
program “Strike it Rich’, re- 
ceives a nurse’s watch from Sy 
Rosen, vice-president of sales 
and advertising for Zodiac 
Watch Co. 











Bulova Foundation, RJA Offer 
Jewelry Retailing Course 

The Retail Jewelers of America 
are cooperating with the Bulova 
Foundation to offer retail jewelers 
the 18th consecutive two-week jew- 
elry retailing course at New York 
University. 

The course, which will be given 
Jan. 13-24 at NYU’s School of Re- 
tailing, will feature lectures and 
seminar discussions conducted by 
leading industry experts. 

Cost of the course is $300, which 
includes tuition, room and break- 
fast for 12 days. 


Rhode Island Manufacturers 
Want One Interstate Shipper 
To Speed Service, Cut Costs 


Commerce Com- 
concluded 


An _ Interstate 
mission examiner has 
hearings in Providence on an inter- 
application which 
manufac- 


state trucking 
Rhode Island 
turers believe would improve their 
end-of-the-line posi- 


jewelry 


geographical 
tion in competitive shipping. 

The hearing, conducted for four 
days Allan F. 
Borroughs, ICC examiner, was on 
the application of Ardmore Freight 
Corp. for a certificate to carry 
jewelry, novelties and numerous re- 
lated products in interstate com- 
merce throughout most of the coun- 
try. 

The application was supported by 


in November by 
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Jewish Welfare Group Honors Three Industry Leaders 


The Federation of Jewish Phil- 
anthropies of New York paid trib- 
ute to three trade leaders at an in- 
dustry-wide dinner Nov. 21 at the 
Essex House Hotel. 

Lauded for their “outstanding 
devotion to the welfare of their fel- 
low men” were: diamond whole- 
saler Max Elkon, in diamonds; 
union official Andrew Leredu, in 
manufacturing; and watch manu- 
facturer Paul Wyler, in watches. 

Shown at the dinner are, from 
left: (top photo) Walter Karlan of 
Karlan & Bleicher; Max Corton, 
Diamond Trade Association chair- 
man; Leon Sokolik, Diamond Deal- 
ers Club chairman; Joseph Baum- 
gold of Baumgold Bros.; Alexander 


i Oo ee the On ee 


_— gle a 
Karlan Corton Sokolik 


bs i 34 . 
a <= 
> te ae a 3 


Weill Morris 
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Peterson Leredu Epstein 


the Manufacturing Jewelers and 
Silversmiths of America,  Inc., 
which is prepared to negotiate a 
contract with Ardmore if the bid 
is approved. Ardmore now handles 
intrastate shipments for the 
MJ&SA-sponsored Jewelers Ship- 
ping Service, which serves 450 
member - manufacturers, mostly 
from the Rhode Island-Attleboro 
areas. A number of common car- 
riers and Railway Express cur- 


Singer 


Lazrus 


EK. Arnstein of Arnstein Bros. & 
Co.; and Paul Wyler of Wyler 
Watch Co. 

(Middle photo): Milton Weill of 
Arrow Manufacturing Co.; Nor- 
man M. Morris of Norman M. Mor- 
ris Corp.; Sidney Singer of Finlay 
Departments; Max Elkon of Elkon 
Co.; and Stephen W. Hofman of 
Diamond Distributors. 

(Bottom photo): Henry 
son of Feature Ring Co.; Andrew 
Leredu, Jewelry Diamond and 
Watch Case Workers Union pres!- 
dent; Samuel Epstein of Bulova 
Watch Co.; Oscar M. 
Benrus Watch Co.; 
Jacoby-Bender; and Rabbi Alexan- 
der S. Linchner. 
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rently handle interstate shipments. 
George R. Frankovich, executive 
secretary of the association, said 
that approval of Ardmore’s applica- 
tion would enable Jewelers Ship- 
ping Service to operate under a 
single interstate carrier contract. 
The advantages here, he said, would 
be the centralization of responsi- 
bility, more efficient processing of 
claims, speedier shipments, lower 
costs and more direct routings. 
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TEA AND EMPATHY: Some 50 member-nations of the United Nations for- 
got political differences momentarily last month, gathered at the Carnegie 
International Center in New York’s United Nations Plaza to compare tea-time 
customs. Wallace Silversmiths were sponsors of the Dec. 2-5 event, called “Tea 
Time ‘Round the World.” Above, from left, hostesses of The Netherlands, 
Canada, Belgium and France exchange brewing secrets. 
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HONORED GUESTS: Present at the head table for the Providence Jewelers 
Club’s sixth annual Harvest Dinner Dance, held Nov. 30 at Providence’s 
Sheraton-Biltmore Hotel, are (seated, from left): Providence Jewelers Club 
President and Mrs. Douglas C. Graham; Boston Jewelers Club President and 
Mrs. Herbert Thomae; and Manufacturing Jewelers Sales Association President 
Joseph Lavan. Standing, from left, are: Jewelers Board of Trade President and 
Mrs. William E. Smith, and Diamond Peacock Club President Robert A. Abbott 
and daughter. 





LADIES’ DAY: Wives of members of the Jewelers Square Club of New York 
join in the fun at the club’s annual week end outing, held Nov. 2-3 at the Hotel 
Berkely-Cartaret in Asbury Park, N. J. Celebrants are, from left, Club Presi- 
dent Robert Wider and Mrs. Wider; Co-entertainment Chairman Jimmy Thiese 
and Mrs. Thiese; Mrs. Irving Wiener and Irving Wiener, secretary-treasurer. 


VIVE LA ELECTRIC: Fred Lip, left, 
president of Lip Watches, French 
watchmaking firm, is greeted on his 
arrival at New York’s Idlewild Air- 
port by the firm’s U. S. representa- 
tive, Edmond Blanc. Lip is in this 


country to set up a sales organization 
for, and to promote his firm’s new 
electric watch line, which will be in- 
troduced here sometime in 1958. 






NEW BAND: W. C. Boots, left, pres- 
ident of Foster Metal Products, Inc., 
Attleboro, Mass., explains the new 
‘‘Fostermatic” adjustable -end watch 
band to firm salesmen Ernest Weg- 
man and Jim Bridges (right). The 
new band, for which $50,000 worth 
of tooling equipment was installed, 
was unveiled at Foster’s mid-winter 
sales meeting. 





PROCEEDS: A check for $1,462,000 
—received by Zale Jewelry Co. from 
sales of its recent 125,000-share stock 
offering, is presented to William Zale, 
right, by Dean P. Guerin, left, vice- 
president of Eppler, Guerin & Turner, 
underwriters of the stock issue. Look- 


ing on are Morris B. Zale, second 
from left, and Ben A. Lipshy, presi- 
dent. Most of the proceeds will be 
used to buy more stores. 
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e Makes rings 
larger or 
smaller 


® Expanding mandrel 
accepts rings from 


sizes 1 to 15. _ 
® No scratching. & 


No marring. 


@ Reducing die with 4 
16 sizing holes permits 
the greatest range of 
reductions. 


Contact your wholesaler or 


only C9 50 


Time Payments 








write for literature to: 


new hermes 
13-19 UNIVERSITY PL... NEW YORK 3, N. Y. 





HEADQUARTERS 
for Nationally 


Known Lines 


In our own building with Greater 
Facilities for Better Service 


US TIME ALVIN 

A EVANS 

ARVIN INGRAHAM SCHICK 
CASCO ULYSSE NARDIN WeerinoHouss 
WEST BEND WATERMAN . 
DELTAH SPEIDEL DORMEYE 
RUMPP HAYWARD OSTER 
SESSIONS REMINGTON TRAVELER 
[WILIGHT STAR DIAMOND RINGS 


and Many Others 
Cotaiog Twice Yearly * Ask for Yours Toda; 


JOSEPH HAGN COMPANY 


Wholesalers Since 19117 
325 West Madison Street, Chicago 6, iinet 


NYE’S Porpoise 
Jaw 
The BEST for 
Watches and Clocks 


AMITY 
NORELCO 


WILLIAM F. NYE, INC. 


Refiners of Porpoise Jaw oil 
since 1844 


New Bedford Mass. 


Golden Circle Club Names 
Fina ‘Man of the Year’’ 

Michael Fina of Michael C. Fina 
Co., New York silverware dealer, 
was voted “Man of the Year” on 
Nov. 18 by fellow members of the 
Golden Circle Club of New York. 
Some 110 club members attended 
the meeting. 

Club President Herman Ostrin 
presented Fina an inscribed ster 
ling silver plaque “in recognition 
of his outstanding generosity and 
unfailing friendliness toward his 
fellow men.” 


Arthur J. Tuveril. chairman at 


Ostrin Tuveri Fina 
the dinner, introduced 
Harry Hershfield, 
paper cartoonist and president of 


guest 


speaker news- 


IN MEMORIAM: Gerald Rosenberger, 
left, receives an oil painting of his 
father, the late Carl 
founder of Coro, Ine., pioneer cos- 
tume jewelry firm. The painting was 
presented to Gerald at a costume jew- 
elry industry dinner on behalf of the 
Federation of Jewish Philanthropies 
by Max Sentlowitz, dinner chairman. 
Earlier, (Nov. 26), more than 200 
trade leaders paid tribute to Carl 
Rosenberger at a memorial dinner at 
the Ambassador Hotel in New York. 
Rosenberger had been instrumental in 
founding the costume jewelry indus- 
try, and had led in all its philan- 
thropic activities. 


Rosenberger, 


the Saints & Sinners Club of New 
York. 


Plans for the club’s 


} 


anhwduail 


Christmas party were discussed 


Kramer, chairman of 
Christmas festivities. The party 
was held Dec. 16 at the Stockholm 
Restaurant in New York. 


by George 


DIAMOND MILESTONE: Myer Barr, Philadelphia jeweler, receives the 
Lode Van Bercken Award from the Diamond Club of Antwerp, Belgium, 
for “outstanding research and important writings in the field of diamonds.” 
Jacques Leroux of the Belgian Consulate makes the presentation. Barr is 
the first American to receive the honor, named after the 15th century 
Belgian who discovered how to grind and polish diamonds with diamond 
powder on a revolving wheel. Present for the award, which was made at 
the Philadelphia Retail Jewelers Association banquet Nov. 12, were Her- 
man Barr, Myer’s father, left, and Philadelphia weather telecaster Judy 


Lee, whose show Barr’s sponsors. 
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#2 The New York Guild of the Amer- 
ican Society met recently at 
Tiffany & Co. The firm remained open 
until 7:30 to allow members to view 
the jewelry, silverware, and china dis- 
plays on the first three floors. 

e The Watchmakers Association of 
New Jersey, Inc., re-elected officers 
for 1958. They are: president, Emil 
Chessari; vice president, Thomas W. 
Armstrong; treasurer, Sam Goldberg; 
and secretary, Donald J. DeWolfe. 

e Novel Enterprises, manufacturer 
of plastic and paper boxes, Brooklyn, 
N. Y. has moved from 410 3rd Ave. 
to 62 18th St. 

® Simon Kurtz of 466 S. Broadway, 
Yonkers, N. Y., has remodeled his 
store. 

s Harold Messner, Karl Schwemmer 


’ 


and Howard Shaneley were appointed 
as a nominating committee for the 
Reading Jewelers Guild, Reading, Pa. 
es The H. B. Koessler jewelry store in 
Springdale, Pa., has been remodeled. 
e# Weldon C. Bailey, a jeweler from 
Elkland, Pa., has remodeled his store. 
e® Benjamin Distler of 9 Maiden 
Lane, New York, retired from busi- 
ness on Jan. 1. 

se The Jewel Box opened in the First 
Federal Plaza, N. Mill St., New Cas- 
tle, Pa. The store is owned and oper- 
ated by Darrell and Tamplin Gould. 
@® Darcy Jewelers has opened at 2004 
Main St., Niagara Falls, N. Y. 

e The Bulova Watchmakers, wheel- 
chair basketball team of the Joseph 
Bulova School of Watchmaking, 
Woodside, N. Y., opened its ninth sea- 
son last month. Members of the team 
are: Maurice Brooks, Gene Camp, 
Selig Boshnack, Bud Maxwell, Al 
Wilkins, Walter Kroepke, Pete Kra- 
jewski, Glenn Siegrist, Pat Killeen, 
Andrew Martinez, and James Mce- 
Ginty. The Watchmakers are coached 
by Ben Lipton and Seymour Bloom. 

#® Incabloc Corp. has moved from 17 
W. 46th St., to 730 Fifth Ave., New 
York, 

® Rudolf B. Spitz, a jeweler of 21 
Maiden Lane, New York, won $56,000 
in the Irish sweepstakes. About $26,- 
000 will go to Uncle Sam for taxes. 
Another $10,000 of it will be invested 
in U. S. savings bonds. His five grand- 
children will come into a large share, 
said Mr. Spitz, for their college educa- 
tion. 

s Barnett Robinson, president of 
Barnett Robinson, Inc., 610 Fifth 
Ave., New York, importers of colored 
stones, returned recently from a five- 
week buying trip to Europe. A week 
in England preceded his visit to the 
Continent to buy emeralds, star stones 
and black opals. 

a The Horological 


(;em 


Society of New 


a 
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York, Inec., has nominated the follow- 
ing officers for 1958: Felix Klein, 
president; Ralph Kalischman and 
Louis Gluck, vice president; Ben 
Matz, executive secretary; and Frank 
Knoll, treasurer. The annual 
quet-convention will be held at the 
Hotel New Yorker, New York, Feb. 9. 
es J. Solow & Son, diamond cutters of 
74 W. 46th St., New York, have an- 
nounced the appointment of Ro bert 
H. Jacobs as manager. Mr. 
Jacobs was at one time 
with Jacobson Bros. Diamond Corp. 
as vice president. Prior to his present 
position he had his own 
diamond business. 

e Everett Barel has taken over di- 
rection of Bridal Ring Co., Inec., New 
York, since the death of his father, 
Fred. Mr. Barel will continue to de- 
sign the hand-carved wedding ring 
sets made by the company. 


hban- 


Ssaies 


associated 


wholesale 


es The first meeting of the Cultured 
Pearl Association of America, Ine., 
was held recently. Its aims are to pro- 
mote the use and enhance the pres- 
tige of cultured pearls; to eliminate 
unfair competition and business prac- 
tices; to work with the Japanese Cul- 
tured Pearl Exporters Association 
and serve as liaison between produc- 
ers and distributors. Officers are: 
Joseph D’Elia of B. D’Eha & Son, 
president; Louis Borelli of L. Borell 
Corp., vice president; Simond Lieber- 
man of Sea Gem Co., treasurer; and 
Seymour Mendelsohn of Marlinda 
Pear] Co., secretary. The board of di- 
rectors includes the officers and: 
Jacques Bienenfeld of Bienenfeld- 
Arnold Co.; Victor Ferrante of Sea- 
board Cultured Pearl Co.; Jack J. 
Felsenfeld of Jack J. Felsenfeld, Inc.; 
Adolph Kibitz of Kibitz & Co.; Ray- 
mond Mastoloni of Frank Mastolon1 
& Sons: Ernest G. Reuter of Leys, 
Christie & Co., Inc.; and Edward 
Slutsky of Edward Slutsky, Inc. 

e Jack J. Felsenfeld of Jack J. Fel- 
senfeld, Inc., 9 Maiden Lane, New 
York, was honored recently by the 
Japan Pearl Promoting Society with 
a certificate of commendation. 

s The Board of Directors of the Di- 
amond Dealers Club, Inc., has voted 
a reward of $2,000 for information 
leading to the arrest and conviction 
of the murderer of the late Fabius 
Frankel, a member of the organiza- 
tion, who was killed in Atlanta, Ga., 
on Nov. 15. 

se Mr. and Mrs. Nelson C. Osborne, 
Jr., have purchased the Fred H. 
Scribner jewelry store in East Hamp- 
ton, N. Y. They will change the name 
to A. C. Osborne, Jewelry. 










grown by 
living 
oysters 


















| CULTURED 
| PEARLS 


NECKLACES and 
EARRINGS 


at attractive prices 
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JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y. 





Precious Stones 


LOOSE OR MOUNTED 
IN APPEALING 


RINGS 
STAR SAPPHIRES 
CAT'S EYES 
EMERALDS 
SAPPHIRES 


RUBIES 
A Large Selection 
of Choice Unmounted 
Semi-Precious Stones 
Memo Selection Sent Promptly 


Allan Caplan 
580 FIFTH AVE. 
NEW YORK 36, N. Y. 
Plaza 7-1560 














YOU CAN IDENTIFY GEMS 


With the new Cargille-Alien Gem Testing 
Set. Introduces new scientific principles 
and extends the application of old prin- 
ciples. No special! training or experience 
necessary. Write for the full story 


R. P. Cargille Laboratories, Inc. 








117 Liberty St., New York 6, N. Y. 

















TOP W& Hat 
CHARMS 


Sold only direet to Retailers 
WELLS MFG. CO. ATTLEBORO, MASS. 












ENCRUSTERS 


Stone and Gold Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


106 FULTON ST., NEW YORK 38, N. Y. 
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THINNEST AUREOLE 


Wafer-thin, 18K gold 
electronically-tested timepieces 
of elegant simplicity 
and faultless accuracy. 

17 Jewels 
Unbreakable Mainspring 
WHEREVER FINE WATCHES ARE SOLD 


AUREOL® 


Since 


1868 580 FIFTH AVE.. NEW YORK 36, N. Y. 





J. A. SILVER CO. 


Your New England Distributor 


of many leading Jewelry lines 


ANSON’ VAN DELL 
FORSTNER §GEMEX 
RONSON J-B 


Catalogue upon request 


167 George St. New Haven, Conn. 











DIAMOND 
RINGS 


—_ 


/ 


373 WASHINGTON. ST., BOSTON 8, MASS. 


Divisior of Lovis F. Guiness, Inc 


* 
jitetime 
: WEDDING RINGS 
Experts have created the world’s 
newest gold wedding rings. You'll 
. more about 
producing Lifetime 
Wedding Rings 
THE LIFETIME CO. 
119 Edison Pl., Newark 5. N. J 


e 50 GENUINE VALENTINE 

DISPLAY UNITS ONLY $3.50! 

Fabulous offer—50 display pieces to enhance your windows 

oz Valentine s Day Complete kit includes: 3 STREAM. 
S 51,” 


RS 8” x ; 9 WINDOW STRIP 5% i ae 2 @ 
DIE-CUT HEARTS 14”; 6 PENNANTS 8” x 12°; @ 
ore-CUT m canes a ALL for $3.50 (plus postage). 

in striking colors includin i! ! 
limited, order today' a ee ee 


EDWIN FREED, INC. (note our new address) 
Y 


150 W. 46th St... New York 36, N 
Phone: Circle 5-3232 


~NEW 


= The Providence Jewelers Club 
elected officers for 1958. They are: 
Douglas C. Graham, manager of the 
Providence plant of Bridgeport Brass 
Co., president; Walter H. Levy of 
Levy-Bayan Co., Inc., vice-president; 
M. Morton Zisquit of Kestenman 
Bros. Mfg. Co., Inc., treasurer; and 
William R. Miller of Carl-Art, Inc., 
secretary. Elected to the board of 
governors for three years were: past 
president, William Haggert of Dieges 
& Clust, Inc.; Joseph McDevitt of Sar- 
geant & Wilber Heat Treating Co.; 
and Herman Kaplan of Kaplan Co., 
Inc. 

es The Attleboro Area Jewelers foot- 
ball team of Massachusetts beat the 
St. Williams A.C. 33-7 in a recent 
game at North Attleboro. 

= Sheldon Bershad is now in charge 
of advertising for Wm. Slaton Co., 
Inc., 288 Broadway, Chelsea, Mass. 
= Leonard Katz has been appointed 
manager of Cooper Jewelry Co., Inc. 
17-19 Asylum St., Hartford, Conn. 

s Two men connected with the firm 
of Michaels, Inc., New Haven, Conn., 
were honored recently. Harry Lasher, 
display and advertising manager, was 
presented with a diamond ring for 25 
years of service. Saul Lichtenstein, 
with the company 29 years, was nom- 
inated as chairman of the Retail Mer- 
chants division of the Chamber of 
Commerce. 

= Dupont’s Jewelry Store, formerly 
at 121 Congress St., is now located at 
116 Congress St., Bridgeport, Conn. 
es Mr. and Mrs. Hyman Sosnowitz 
celebrated their golden wedding an- 
niversary. Mr. Sosnowitz is the owner 
of Atlantic Jewelry Store, 314 At- 
lantic St., Stamford, Conn. 

@® Nonotuck Jewelry Co., 280 High 
St., Holyoke, Mass., is going out of 
business. 

@ The Manufacturing 
Silversmiths of America, Inc., Provi- 
dence, R. I., has formed a committee 
to study the question of group in- 
surance covering executives and key 
personnel of member companies. 
David Kaplan of A. & Z. Chain Co., 
Inc., Providence, is chairman. Other 
members of the committee are: 
Samuel M. Stone, Jr., of Swank, Inc., 
Attleboro, Mass.; Edward O. Otis, 
Jr., of Otis Co.; Robert Krementz of 
Krementz & Co.; Sterling Atwater of 
Handy & Harman, Inc.; Joseph Espo- 
sito of Esposito Jewelry Co., Ince.; 
Vito Scola of Vargas Mfg. Co., Inc.: 
Donald Antaya of Antaya Bros.; Olof 
V. Anderson of Anson, Inc.: William 
E. Smith of Irons & Russell Co., Ine., 
and W. Irving Wolf, Jr., of Trifari, 
Krussman & Fishel, Inc. 


Jewelers and 


ENGLAND 


es William M. Savitt, owner of Savitt, 
Inc., 35 Asylum St., Hartford, Conn., 
has purchased the building at 32 
Asylum St., across the street from the 
jewelry store. He plans to modernize 
the building for rental purposes. 

es Vernon Miller is now manager of 
Greenfield-Rudolph’s, Inc., 130 Main 
St., Greenfield, Mass. He succeeds 
Robert Warren. 

s Irons & Russell Co., Inc., manufac- 
turer of emblems, rings and religious 
medals, Providence, R. I., has an- 
nounced the appointment of Philip 
Naftaly & Sons, San Francisco, as 
representative in the Denver - West 
territory. 

es Louis Bibisi, jeweler of 1127 Main 
St., Hartford, Conn., has purchased 
the jewelry store of the late Nels W. 
Linden at Windsor, Conn. Margaret 
Linden, daughter of the former owner, 
will assist Mr. Bibisi in the store. 

es Danfred Jewelers, 102 S. Main St., 
Fall River, Mass., has remodeled. 

@ Bigelow-Kennard Co., Ine., 384 
s30viston be 3oston, exhibited Dor- 
othy Doughty’s collection of English 
bone china. Included was a pair of 
Parula warblers, similar to the gift 
President and Mrs. 
elizabeth. 


presented to 
Kisenhower by Queen 
@® The Don Rae Jewelry Store, 258 
Boylston St., Boston, has discontinued. 
® David and Marion Herwitz have 
opened a jewelry store at 1163 Elm 
St., Manchester, N. H., called David’s 
Jewelry. 
8 John J. Lynch, Inc., 272 Bridge St., 
Springfield, Mass.., 
® Myron Beylick, 
S3oston, moved from quarters in Room 
fSuilding to Room 516-A 
suilding, where he 
with Joe Hevesian, 


is closing’. 
diamond setter, 
903 Jewelers 
Washington 
shares space 
jewelry designer. 

@e L. S. Glidden has 
Room 516 Washington 
Room 602 Jewelry Building, 
w William J. Smith, jeweler and 
watchmaker, Boston, has retired. 

@® Charles Jewelers, Manchester, 
N. H., has moved from 155 to 104 
Hanover St. 

s Raymond J. Kinney, remodeled his 
store at 1 Fleet St., Haverhill, Mass. 
s Mrs. Clara T. Price purchased the 
Charles T. Jenkins jewelry store 
(Jenkins & Wilson), 142 Summer St., 
s0ston. 

es Haydon Manufacturing Co., Inc., 
Torrington, Conn., has been made a 
division of General Time Corp. It 
was formerly a wholly-owned subsidi- 
ary of General Time. General Time 
produces clocks and Haydon manufac- 
tures timing motors and devices. 


moved from 
Building to 


Soston. 











es Sutherland Jewelry Co., 20 4th St., 
N., Great Falls, Mont., 
tenth anniversary by remodeling. 

es Siker’s Bargain Corner, jewelry, 
toy and novelty store, opened at 32 E. 
Mifflin St., Madison, Wis. It will be 
managed by Irv Stein. 

es Walter Rodholm of Rodholm, Ed- 


1s SS. Grove 


celebrated a 


et 


wards Jewelers, Ince.., 
Ave.. Elgin. Ill... was named sales- 


week in that city re- 


person of the 
cently. 

# Rite’s Shops, Inc., jewelry and 
clothing, at 43 S. Illinois St., Indian- 
apolis, has gone out of business. 

es Mrs. 
George Beattie, Inc., Cleveland, one 
of the eight women certified gemmol- 


George Beattie, president of 


ogists in the United States, was a 
guest speaker at the Massillon, Ohio, 
women’s club recently. She spoke on 
precious stones. 

s Lockard Jewelry has opened at 525 
FE. Washington St., Springfield, II. 

e Mr. and Mrs. Ted Hansen have 
purchased the Michael Prohodsky 
store in Ellinwood, Kan. 

® Al Lauschke, Vincent J. 
and Fred Hertel, were among ten 
representatives of the Chicago Jewel- 


Newman, 


} 


ers Association who attended the an- 
nual Better Business Bureau’s dinner 
at the Palmer House in Chicago. Sen- 
ator Knowland of California was 
principal speaker. 

e Dr. W. M. 
political science at Northwestern Uni- 
versity, addressed the last monthly 
luncheon of 1957 for the Chicago 
Jewelers Association. His topic was 
“What Time Is It In World Affairs.” 
lou Buss, former president of the 
(CJA, was made an honorary member. 
# The Golden Roosters of Chicago 
elected the following officers for 1958: 
John Biggins, vice president of Elgin 
National Watch Co., Inc., chanticleer; 
Mel Goodman, an attorney, keeper of 
the nestegg; Sid Geller of Lasko 
Strap, scratcher. 


Me rovern., pl ofessor of 


es Tom Sprickman, merchandising co- 
ordinator of the Watchmakers of 
Switzerland, acted as narrator in 
presenting a film concerning the 
changes taking place in the watch 
business, and their implications for 
the retail jeweler at a meeting of the 
Jewelers Association of Greater Chi- 
cago. Ben Sachs, executive secretary 
of the organization, spoke on the new 
Illinois retail installment sales act. 


‘‘Miss”’ Magazine Tells Readers 
How To Select Diamond Rings 

The selection and care of dia- 
mond rings is the subject of an ar- 
ticle in the current issue of Miss 
magazine, new publication of fash- 
ion and beauty for girls. 
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es The Maloney Jewelry store at 12% 
W. Cook St., Portage, Wis., has open- 
eda gift shop located in the basement. 
e Frank M. 
jewelry store in Beardstown, IIl., from 
106 to 111 State St. 

es William Coen has purchased an in- 
terest in and will manage the Ralph 
Mulheim jewelry store at 1120 Main 
Ave., Goodland, Kan. Mr. and Mrs. 
Mulheim continue to own part inter- 
est. 

e» Burton M. Reid, 
Ill., watch repair parts and jewelry 
moved into temporary 
quarters at 2110 Clear Lake Ave. 
Fire damaged the old location, but 
records, business equipment and most 
of the jewelry stock were saved. In- 
quiries can be addressed to Burton M. 
teid, Inc., P. O. Box 460, Springfield, 
I1l. 

s A diamond and pear! tiara valued 
at $250,000 was displayed at Steller’s, 
[Inc., Milwaukee, Wis. 

s Lou S. Klass has opened a second 
jewelry store in Columbus, Ohio. It 
will be called Buckeye Jewelers and 
will be located in the Buckeye Finance 
Building, 1243 W. Broad St. Clyde 
Huston, watchmaker and associate of 
Mr. Klass in his other store, Hilltop 
Jewelers, 2421 W. Broad, will manage 
the new store. 

es J. Willard Tobin, partner in the 
firm of J. Ralph Tobin & Son, Spring- 
field, Ill., has been elected to the board 
of directors of the Springfield City 
Savings & Loan Association. 

s Emil Rose, president of Rose Jew- 
elry Co., Inc., jewelry chain of *“ichi- 
gan, has announced the appointments 
of Sam Pearl as general manager and 
Julius 


Mever has moved his 


Inc., Springfield, 


wholesalers, 


tothenburg as controller. 
s The 30th anniversary dinner dance 
of the Jewelers Association of Greater 
Chicago (held Nov. 24 in the grand 
ballroom of the Palmer House) was 
attended by 300 guests. Among those 
present were: Jerome Berger of 
Macy’s Jewelers, Inc., president; Nor- 
man Kernis of Norman Jewelers, Inc., 
chairman; and Ben W. Heald, execu- 
tive secretary of the Wisconsin Retail 
Jewelers Association. 
= The eight Zale-Lee jewelry stores 
in the Colorado area have taken the 
name Zale Jewelers to give the stores 
closer identification with the chain 
organization. Before merging with 
Zales, in 1955 the stores were known 
as Lee Jewelers. 
The article, A Diamond for 
Christmas, also explains color, clar- 
ity and cut, and advises readers to 
choose the style best suited to the 
size and shape of the hand. The 
article refers readers to their local 
jeweler, “who will be happy to talk 
with you.” 








Are you getting your share of the 


STONE-OF-THE-MONTH 


Business. 


Garnet 
January Birthstone 








Genuine Bohemian Garnet Jewelry 


Old World Craftmanship 
Reasonably Priced. 
Wide selection of Rings 
all 10 K gold. 


Earrings, brooches, crosses, neck- 
laces, and bracelets (both flexible 


and rigid) 


Memo Inguirtes Invited 


ERNEST BURG 


29 East Madison Street, Chicago 2, Illinois 











Jewelry Stocks Wanted 


Cash Within 24 Hours 
No Stock Too Large, Too Small 


Diamonds China Old Gold 
Watches Silver Platinum 
Jewelry Antiques Fixtures, etc. 


CALL COLLECT for CONSULTATION 
All Inquiries Strictly Confidential 


A. WEILER & CO. 
Established 1880 
(Div. of M. Y. Finkelman Co.) 
29 E. Madison St., Chicago 2, Ill. 
Telephone: DEarborn 2-3407 
MEMBER 
Diamond Dealers Club of New York 
Jewelers Board of Trade 
REFERENCE: 
Your Local Bank 








Help Fight TB 
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Buy Christmas Seals 








qerti, _ Manufacturers FINE POCKET KNIVES 






Leather 
Accessories 


Jewelry 


THE JEWELRY & CUTLERY NOVELTY CO. 


North Attleboro @e Massachuestts 
Through Leading Wholesalers 
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Bell 
LITTLE PRECIOUS 


A new pearl series for Little 
Precious. Bracelets, pendants and 
anklets in 1/20th 12K G.F. and 
Sterling Silver. Ask your Barrows 


wholesaler. 


NORTH ATTLEBORO, MASS. 








f'ryusta be 
GLASS DISPLAY DOMES 
Individually Packaged for Safe and Easy Handling 
- Covering: Figurines. Clocks. Objects D’ Art, 
Wedding Cake Ornaments Supplied with Walnut, 
Mahogany or Black Weod Finished Bases 
Partial List 
of Sizes 


Sad 
rOoOweauwer 
SSBZBI55 


Protecto 
Watch Dome with 
honk & base. 3 x 414” 
—j{ thru § 
ea. '> doz 
mn ike” dez. $24.00 


Hoie at Top. All Prices Net Wholesale 
Write for complete list of sizes 
Tube & Cylinder Company 
7317 Seuth Chicago Ave Chieago (9, Ill 











RESTING ON YOUR 


STERLING’? 


ls your flatware collecting dust? 


Rejuvenate your STERLING SALES with 
prestige! 


Become the SILVER HEADQUARTERS in 


your area! 
By planned sterling advertising 


Table setting contests Bridal promotions 
Television Shows 


Perfected graduation programs 


JEWELERS’ CONSULTANTS 
Box 126 Glen Burnie, Md. 








THES 


@® Gordon’s Jewelry Co. of New Or- 
leans, Inc., has opened a fourth store 
in that area in the Gretna Westside 
Shopping Center. Louis Giglio is man- 
ager. Supervisor of all four Gordon 
stores in the New Orleans area is 
Lawrence Imburgia. 

# Carroll’s Jewelers, 365 Miracle Mile, 
Coral Gables, Fla., has been appointed 
sole representative in the Miami area 
for Tiffany sterling. 

s Ecker’s, Inc., Winston-Salem, N. C., 
has moved from 439 N. Liberty St., 
and opened at 116 W. Fourth St., as 
Ecker’s Jewel Box. 

es South Seas Jewelers, Key West, 
Fla., has moved from 619% to 528 
Duval St. 

e Jack L. Liebert, manager of Kay 
Jewelry Co.’s store in the Indian Trail 
Trading Post Shopping Center, Louts- 
ville, Ky., has been elected president 
of the newly organized merchant’s 
association at the center. 

s Robert’s Square Deal Jewelers, Inc., 
3altimore, Md., has opened another 
branch store at 501 York Road, Tow- 
son, Md. Arthur Fishman is manager. 
es Kay Jewelry Co., Inc., opened its 
111th store in the Plaza Mall at Cen- 
tral Plaza, St. Petersburg, Fla. 


Gorham Will Again Participate 
In “Mrs. America’ Contest 

For the second consecutive year, 
The Gorham Co. will conduct a 
series of tablesetting contests at 
local state and national levels for 
the annual “Mrs. America” Home- 
making Sweepstakes. 

The application blank for the ’58 
Mrs. America contest will appear 
in the January issue of Parents’ 
magazine. Local and state contests 
will be staged during March and 
April; the grand finals will take 
place in May at Fort Lauderdale, 
Fla. 

In addition to the tablesetting 
sponsored by Gorham, 
aspirants will be 


contests 
“Mrs. America” 
required to prepare meals, sew and 
iron, and show ability in all home- 
making feats. 


Handy & Harman Will Open 
New Plant Near Los Angeles 
Handy & Harman, fabricator 
and refiner of precious metals, is 
building a new plant at El Monte, 


Jewelers 


SOUTH 


Manager is O. I. Silverman, who was 
assistant manager of Kay’s jewelry 
store in Jacksonville. 
es Frank Noell, Jr., jeweler of San- 
ford, Fla., is retiring from business. 
e The Greater Washington Retail 
Association, Ine., held its 
tenth annual banquet recently. Donald 
Wolpe, president, presided, and Art 
Sheinbaum was banquet chairman. 
es James R. Locke jewelry store has 
moved to 516 “D” St., South Charles- 
ton, W. Va. 
e McCormick Jewelry Co., 3716 Me- 
Ave., S.E., Charleston, W. 
Va.. has remodeled. 
e Millard F. Davis, jewelers and sil 
versmiths of 831 Market St., Wil- 
mington, Del., has 
added a new store front and entrance 
at S828 Shipley St. Ellwood Davis, 
yresent head of the store, is a director 


( ‘ork le 
remodeled and 


of the Tri-State Jewelers. 
es Ervin J. Sain, jeweler of Nashville, 
Tenn., has moved to larger quarters 
at Union St. and 3rd Ave. N. W. The 
store was formerly located at 327 
Dearerick St. 

s Leon Levi, Inc., 316 W. Lexington 
St., Baltimore, Md., has leased a ware- 


house at Redwood and Paca Sts. 


Cal., about 15 miles east of Los 
Angeles. 

The new plant will have twice 
the capacity of the firm’s present 
plant in Los Angeles, and will re- 
place that plant when operations 
start In February. 

It will cover 23,000 square feet, 
will contain an office, laboratory, 
refinery, Warehouse and operating 
area. 

The new 
will manufacture the firm’s com- 
plete line of products, including 
grain; 


air-conditioned unit 


sterling and fine’ silver 
brazing allovs and fluxes for the 
arts trades and for manufactur- 
silversmiths; 
sterling karat 
sheet and wire; and silver anodes. 
will be 


ing jewelers” and 
silver and gold 
The new laboratory 
equipped for 
and weighing of gold, silver, plat- 
inum and other metals, and the 
reclaiming precious 


precision analysis 


refinery for 
metals from scrap and waste. 

Handy & Harman also has 
plants at Bridgeport, Conn.; New 
York City, Toronto, Providence. 
and Chicago. 











es George W. Dickson, Jeweler, 54 W. 
Main St., Mesa, Ariz., has enlarged 
and remodeled his store. 

Leff is now manager of 
King’s Jewelry, 1207 Broadway, Lub- 
hock, Tex. 

e Tipton’s Credit Jewelers, 9 E. Main 
St., Shawnee, Okla., has enlarged and 
added a photographic department. 

se Bob Davis succeeds Tony Antonoro 
Enid, 
Enid, 


transferred 


s Jerome 


as manager of Rosenfields Of 
Inc., 206 W. Randolph St., 


Okla. Mr. Antonoro was 


to the firm’s store in Oklahoma City. 
es Dean P. Guerin. Houston invest- 
ment banker. was elected a director 


of the Zale Jewelry Co 

es Mark Feather succeeds Felix Wal- 
ten as manager of the R. B. Shedrick 
Edmond, Okla. Mr. Walten 
has purchased the Casady Square 
Jewelry Gift Shop, 9329-31 N. Penn 
Ave., Oklahoma City. 

es The Houston regional 

the Texas Retail Jewelers 

is scheduled for Jan. 28 at 
State Hotel in Houston. 

s Virgil L. Peterson, 906 S. Main St., 
McAllen, Tex., has opened a second 
store in that city. 

s Jack Fields has opened a jewelry 
store in Port Tex. 
® Parker has 

Troup, Tex. 

se Bratten Jewelry, 
as remodeled. 

se Mr. and Mrs. Robert Bates opened 
a jewelry store in Thomas, Okla. 

* Moody-Matlock Jewelry, Tulsa, 
Okla., will close the jewelry store at 
ll E. 38rd St. Two other stores at 
1137 S. Harvard St., and 3324 E. 3lst 


Jew elers, 


meeting of 
A ssociation 
the Texas 


Lavaca, 


Jewelry opened in 


Wellington, Tex.., 


—- 


St., Ranch Acres, will continue to 
operate, 

® Robert D. Kahn will manage the 
new Zale Jewelry Store at 221 SW 


25th St., in the Capitol Hill district, 
Oklahoma City, Okla. Mr. Kahn 
formerly assistant manager of 
Zale store at 205 W. Main St. 

es Oliver Jewelry Co., San Antonio, 
Tex., has moved from 311 N. Presa 
St., to 1009 Rittiman Road in the Fort 
Sam Houston Shopping Village. 

e Stelfox Jewelers, 809 Congress 
Ave., Austin, Tex., has remodeled. 

es Sterling McLemore is now manager 
of Gordon’s Jewelry Co., 219 Main 
St., North Little Rock, Ark. He for- 
merly managed Gordon’s store in 
Memphis. 

# Max Daiches, Credit Jewelers, Kil- 
gore, Tex., has remodeled as part of 
its 25th anniversary. 

s Forty-five supervisors of Gordon’s 
jewelry stores met recently in Hous- 
ton, Tex., to discuss plans for future 
developments. 


was 
the 


SOUTHWEST 





s Village Jewelers, owned and oper- 
ated by Robert Watson, opened in 
Westview Village shopping center, 
Waco, Tex. 

es Wes Johnson, president of Allied 
Exhibitors, Inc., sponsors of the Al- 
led Gift & Jewelry Show, was named 
an honorary citizen of Texas, and 
was presented with a certificate signed 
DV Gov. Price Daniel. 

es L. Lechenger, Ine., 815 
Main St., Houston, Tex., has reopened 
the Village branch that 
destroyed by fire last July. 

a Ceorge J. 


Jewelers. 


store Was 
ieweler of 
chalr- 
the 


Sloan, a 
has 
man of the board of directors of 
Tulsa Better Business Bureau. 

# Milton Barrett Barrett’s 
Jewelry at 226 Connally St., Sulphur 
Springs, Tex. 

# The Diamond Shop has moved from 
202 to 408 N. Grant St., Odessa, Tex. 
Mrs. Chick Fair 
es Jim Applegate is manager of Shaw 
Jewelry Co., Inec.’s, 
Oak Cliff section of Dallas, Tex. 


Tulsa, Okla.. been named 


opened 


manages the store. 


new store in tne 


# Harry Moore is manager of Gor- 
don Jewelry Co.’s new store in the 
Gateway Shopping City in the Beau- 


mont-Port Arthur, Tex.. area. 
e Cone Jewelers has opened in Crane, 


Tex. Owners are Mr. and Mrs. Milton 
Crone. 
es Harris Jewelry opened in Austin, 


Tex. 

es Billy Wayne 
his father’s firm, 
Co., in the River Oaks Village 
ping Center, Abilene, Tex. 

e Watchmaker Verline Chervenka 
has joined the staff of Harold V. 
Damron of 115 S. Main St., Elk City, 
Okla. Chervenka is a recent graduate 
of the school of watch repair at South- 
western State Weatherford, 
Okla. 


Edwards has joined 
Edwards’ Jewelry 
Shop- 


College, 


Watch Material Distributors 
Will Sell Extra Catalogs 


Several hundred surplus copies 
of its Official Catalog of Genuine 
Watch Parts will be sold at $2.50 
each by the Watch Material Dis- 
tributors Association of America. 

The few hundred books are all 
that is left of the more than 50,000 
copies distributed by the group 
this fall. They were returned by 
the Post Office due to mailing list 
errors. 

Jewelers who want copies should 
contact W. M. D. A. A., 923 15th 
St. N. W., Washington 5, D. C. 





PRESENTS 
A Better Quality Highly Styled 
1-Jewel Pin Lever 
Novelty & Promotional 
Watch Line 
in Attractive Pasteis, Pearl, 
Rhinestone & Various 
Colored Stones 


Hy grade Watch 


















Bangle & Bracelet Models 
Men’s Extra thin, 
Round & Square 

® 7 Jcwels 
Jeweled-Lever Watches 





® 17 





Priced Low to Increase 
Your Sales 


14K WHITE GOLD 


DIAMOND WATCHES 


with Nome Brand Movements 


, 
: Hy grade WW tel, Distr. 






80 Fifth Ave., New York 36, N. Y. 








MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware BELLEEK® China 
JONN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 











Importers of 


ENGLISH CHINA 
and 
EARTHENWARE 


Stock and Im port 


FONDEVILLE & CO., INC. 
149 5th Ave.. New York 10, N. Y 
AL. 4-0104 














TE OE 





WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















MR. PURCHASING AGENT 


If you are a user 
paper boxes in large quantities and wish 
to save dollars, WRITE OR SEND me 
your samples & advise quantities desired 
You have nothing to only to gain 
I represent well rated companies in East 
All replies in strict confidence. 

Write Mr. J. Jerry, Dept. J, Box 672 
Bayard, 401 Broadway, New York 13, N. Y. 


lose 











Write for Our Annual Red Book 


The Jewelers Catalogue 


HARRY GREENWOLD 
WALLENSTEIN-MAYER CO. 


31 East Fourth Street, Cincinnati 2, Ohio 























S\RA CINE? 


For more than 


68 Years 


the World has 


turned to 


wlahl: 


for the finest in 


TIMERS 


Timers and Chronographs 
for all Industrial... 


Sports and Scientific Uses 
including... 


ae 
: ‘4 ‘/ 
\ 
/ AX ig 


GALLET, GUINA ND and 
SECURITY TIMERS 


(THROUGH YOUR WHOLESALER } 


Write for the Lotest 


RACINE CATALOG 


JULES RACINE & COMPANY nc. 


Speciolists in Fine Timers — Since 1890 
20 WEST 47th STREET. NEW YORK 36 


@ Recent newly-elected = officers of 
Tola Tumbleweeds, Southwestern 
jewelry traveling men’s association, 
are: Norman J. Teguns, president; 
KM. H. E. Anderson, vice-president; 
Emil Burger, second vice-president; 
Lewis Sterling, treasurer; Herbert L. 
Seligman, secretary; and David A 
Shapiro, executive director. Newly 
elected directors are: David Orman, 
Ben Kuhn, Sidney Vine, Fred Swen 
son, Arthur Harris, Joe Shaw, and 
Raymond Teguns. The group is plan- 
ning a membership drive. 

@ A striking profile-shot photograph 
of Mr. and Mrs. Martin Ayres of 
Austin (he is a past president of the 


# Burt’s Credit Jewelers, Inc., Seattle, 
Wash., has opened the University 
Store at 4534 University Way, Seattle. 
The branch store is under the direc- 
tion of Stan Bender. 

= Budd Rosenberg has retired as vice- 
president and advertising director of 
Gensler-Lee, Inc., 22-store California 
chain. Mr. Rosenberg, who has been 
with the firm for 36 years, will re- 
main in an advisory capacity. He will 
continue his own advertising agency 
at 278 Post St., San Francisco. Mr. 
tosenberg is past president of the 
California Retail Jewelers Associa- 
tion. 

s Simon-Green Co., wholesale jewelry 
firm, has moved its quarters in the 
Metropolitan Building, 315 W. 5th 
St., Los Angeles, to the third floor. 

s The Western Association of Jewelry 
Manufacturers’ Representatives re- 
cently hosted the first in a series of 
luncheons to a group of southern Cali- 
fornia wholesale jewelers. 

es Kay Jewelry Co., Inc., 2548 Mission 
St., San Francisco, has enlarged. 

=s Mr. and Mrs. George Kern have 
purchased the interest of Mr. and 
Mrs. Lawrence Bostrom in the firm of 
Bostrom & Kern, Jewelers, 1298 Bur- 
lingame Ave., Burlingame, Calif. 

s Mrs. Helen Wilson Shoemake of 
Walter P. Shoemake, Jewelers, Mo- 
desto, Calif., appeared in a program 
given by the Junior Women’s Club to 
raise money to send under-privileged 
children to summer camp. Mrs. Shoe- 
make, appropriately enough, sang 
Diamonds Are A Girl’s Best Friend. 
ws The California Retail Jewelers As- 
sociation named three new directors 
at a recent meeting in Los Angeles: 
Charles E. Haener of Haener’s, 
Porterville; Milton Bachelis of Mis- 
sion Jewelers, Riverside; and Alan 
Hauck of Hartfield Jewelers. Treas- 
urer Herman Siegel presented a 
sterling silver gavel to immediate 
past president, Julius H. Alberts. The 
25th annual convention will be held 


Capital Area Watchmakers’ Guild of 
Texas) was chosen for exhibit in the 
recent International Picture Exhibit 
of the Photographers Association of 
America in Washington, D. C. 

@ A discussion led by watchmake. 
George Weach on “how to be a rood 
salesman,” and a talk by association 
secretary Winford Anglin on the his 
tory of the sapphire, were features of 
the recent dinner meeting of the Okla 
homa City Watchmakers Guild, at the 
YMCA building. 

ba] Mitchell ie bisaner has bee! 
assistant manager of Zale Jewelry 
Co.’s Dallas’ branch Bisane} 
lives in McAlester. 


lamed 


store, 


WEST COAS) 


Miramar Hotel, Santa sar- 


Servins 


, 
oa 


at the 
bara, in August. 
vention committee are: chairman, 
Dick Kern; and members, Wallace 
Binford, Berggren’s Jewelers, Van 
Nuys; Charles Haener; and Herman 
Siegel. 


es Glascock’s of 420 W. Riverside Ave., 
and Ritter Jewelers of 3 N. Post St., 
both jewelry stores in Spokane, Wash., 
are discontinuing. 

es William Schubach, Salt Lake City, 
Utah, jeweler, has sold his interest in 
seven Mountain West jewelry stores 
to his brother, Stanley D. Schubach. 
The stores are located in Salt Lake 
City, Provo, Ogden, Idaho Falls, Twin 
Falls, Boise and Pocatello. 

s Downs Jewelers has opened at 402 
S. Myrtle Ave., Monrovia, Calif. The 


owner, Fred H. Downs, was formerly 


on the con- 


in business as Downs jewelers, 610 
Whittier Blvd., Montebello, Calif. 

= Wesley R. Door, a jeweler of Ken- 
newick, Wash., has received patents 
for two inventions. The first is an 
automatic screwdriver of special value 
to jewelers who repair or make tiny 
instruments. The other is a ring lock 
to fasten women’s bridal pairs. 

a LeRoy’s Jewelers has opened a 
store at 2753 E. Garvey Blvd., in the 
Eastland Shopping Center of West 
Covina, Calif. 

es Gem Jewelry Co., Long Beach, 
Calif., has added a record department 
under the management of Edna Elder. 
es Jensen & Davenport, jewelers of 
Portland, Ore., opened a branch store 
in the Gateway shopping center. 

s John R. MacDonald, a Pasadena, 
Calit., jeweler, was elected president 
of the Lake-Washington Association. 
= Benson Jewelers of Woodland, Inc., 
Woodland, Calif., has sold out to 
Hemus Jewelers, Inc., of Merced, 
Calif. 

= Employees of Milen’s, Inc., Oak- 
land, Calif., wholesale and retail jew- 
elry, have formed a Federal credit 
union. 
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Coming Events 


t+ & 8 @ A @-F¥ 
16-23— National 
Manufacturers Association, 
Housewares Exhibit, at 15 
Loop and North Side hotels. 
18—24 Karat Club of the 
New York banquet, Waldorf- 
Hotel, New York. 
19-22—-Southeastern China, Glass 
and Gift Show, Atlanta Biltmore Ho- 
tel and Municipal Auditorium. 
19-24—-California Gift Show, Am- 
bassador and Biltmore Hotels, Brack 
Shops, Merchandise Mart. 
19-24 New York Lamp 
Hotel New Yorker & New 
Trade Show Bldg. 
19-24—-New York 
ing Accessories 
Trade Show Bldg. 
21-23—-New Year 
Miami Beach, Fla. 
26-27—54th Minnesota RJA annual 
convention and 12th Northwest Jew- 
elry Show, Nicollet Hotel, Minne- 
apolis. 
26-28—Amarillo 
ring Hotel, 


yr soe 
20-29 


28th Housewares 
National 


Chicago 


City of 
Astoria 


Show, 


Y ork 


Home Furnish- 
Show. New York 


Jewelry Show, 


Gift Show, Her- 
Amarillo, Tex. 
Washington Gift Show, 
Hotel Willard, Washington, D. C. 
26-29—Carolina Gift Show, Caro 
lina Gift Mart and Radio Center, 
Charlotte, N. C. 
26-29—Syracuse 
Onondaga, Syracuse, N. Y. 
26-31—Parker House Gift 
Parker House, Boston. 


Hote] 


Gift Show. 


Show, 


2-2 aoe a 

1— Boston Jewelers Club 
banquet, Hotei Statler. 

2-5—Buffalo Gift Show, 
ler, Buffalo, N. Y. 

2-5—-Hotel Lafayette 
Hotel Lafayette, Buffalo. 

2-183—Chicago Gift Show, 
House and LaSalle Hotel. 

2-14—- Merchandise Mart China, 
Glass and Gift Market, Merchandise 
Mart, Chicago. 

-Horological Society of New 
York, joint banquet and convention, 
in conjunction with the Horological 
Institute of America, and with the 
cooperation of the Watchmakers of 
New Jersey, Hotel New Yorker. 

16- 18—St. Louis Gift Show, 
Statler, St. Louis, Mo. 

16-19—Cleveland Gift 
Hollenden, Cleveland, O 

16-19—Cotton States Gift, 
and Stationery Show, Peabody 
Memphis, Tenn. 

16-19 — Minneapolis China, 
and Gift Show, Radisson Hotel, 
neapolis. 

16-20—Original Dallas Gift Show, 
Baker Hotel, Santa Fe Bldg., Mer- 
chandise Mart Building, Dallas Mu- 
nicipal Auditorium, Dallas, Tex. 

16-20 -— Dallas Gift and Jewelry 
Show, Hotel Adolphus, Dallas, Tex. 

23—Illinois RJA annual convention, 
Hotel Leland, Springfield. 


annual 
Hotel Stat- 
Gift 


Show, 


Palmer 


Hotel 
Show, Hotel 


Jewelry 


Hotel, 


Glass 
Min- 
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23-24 — Pacific Northwest Jewelers 
Associations convention, Multnomah 
Hotel, Portland. 

23-25—Omaha-Midwest 
Paxton Hotel. Omaha, Neb. 

3-26—Ohio State Gift Show, 
Deshler-B8ilten. Columbus. 
23-28—New York Gift Show. 
New Yorker and N. Y. Trade 
Building. 


Gift Show, 


Hotel 


Hotel 
Show 


M A R C H 
2-5—Denver Gift Show (Spring), 
Hotel Albany. 

2-6 — Detroit Gift Show, Hotels 
Statler and Sheraton - Cadillac, De- 
troit. 

9-13 soston Gift Show, 
ler. 

16-19— Indianapolis Gift 
Hotel Claypool, Indianapolis. 

22—-Manufacturing Jewelers & Sil- 
versmiths of America, Inc., annual 
banquet, Hotel Statler, Boston. 

23-26 Philadelphia Gift 
Benjamin Franklin Hotel. 


Hote! 


Stat- 


Show. 


Show, 


A P R L 
11-20—Washington State 
tional Trade Fair, National 
Armory and Olympic Hotel, 

Wash. 

12-18—Kansas RJA annual 
tion, Allis Hotel, Wichita. 

13-14—Alabama RJA annual 
vention, Thomas Jefferson Hotel, 
mingham. 

20-21—-South Carolina-Georgia RJA 
joint annual convention, Clemson 
House, Clemson, S. C. 

27-28—Maryland - Delaware - Dis- 
trict of Columbia Jewelers 
tion annual convention. 

27-28—Wisconsin RJA annual con- 
vention, Hotel Pfister, Milwaukee. 


Interna- 
Guard 
Seattle. 


conven- 


con- 
Bir- 


Associa- 


M A Y 
-12—United Jewelry Show, Shera- 
ton-Biltmore Hotel, Providence, R. I. 
7-17 Second U. 4 World Trade 
Fair, Coliseum, New York. 
18-23—-New York Stationery Show, 
Hotel New Yorker. 


J U N . 
4-6 — Nationa! Wholesale Jewelers 
Association annual convention, Shel- 
bourne Hotel, Atlantic City. 


J U L Y 
27-31—Retail Jewelers of America, 
Chicago convention and trade show, 
Conrad Hilton Hotel. 


A U G VU §$§ T 


10-14—-Retail Jewelers of America, 
New York convention and trade show, 
Waldorf-Astoria Hotel. 

24-26 — Pennsylvania RJA annual 
convention and Seventh Jewelry Fair, 
Penn-Sheraton Hotel, Pittsburgh. 

24-27—-Ohio State Gift Show, Hotel 
Deshler-Hilton, Columbus. 

30-31—Texas RJA annual conven- 
tion and TOLA Tumbleweeds semi- 
annual meeting and reception, Hotels 
Adolphus and Baker, Dallas. 





THIS CAN BE DONE 
IN YOUR STORE 








$175,000, in 1 MO. in N. J. 
$50,000, in 2 WKS. in IND. 
$33,000, in 6 DAYS in PA. 


Whether it's a large or small store liquida- 
tion, Colmes & Brill gets results from a 
retail promotion, auction sale, or a com- 
bination of both. That means thousands 
of dollars more than you can get from 
the best stock offer. 

lf you want to raise cash quickly, sell 
surplus stock or sell your store for cash, 
see COLMES & BRILL first and profit. 
NO OBLIGATION «* NO EXPENSE 


WRITE «© WIRE ¢ PHONE COLLECT 


COLMES & BRILL 


Auctioneers and Sales Specialists 


45 West 45th St., N. Y. 36 JU 6-2334 
Members Jewelers Board of Trade 
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OLD MINE DIAMONDS and 
Broken Stones Bought 
Re-cutting for the Trade 





We specialize in stones !/> ct. 
to 2 ct.—all shapes 
You make more profit because 
you buy “DIRECT” 

We ship to you on 
memorandum only! 


"You pay only when you sell.” 
BANKING REFERENCES UPON REQUEST. 


JACK BLAUWEISS 


22 W. 48 St. New York 36, WN. Y. 
> HS OOS HH HSH HOS OOSS466SSSSOSOO 


JACK HARRITON 


Designs made to special order 


42 W. 48th St. New York, N. Y. 
Ju 6-0697 




















Watches Wanted — Any Make or Age 


Highest prices are paid for Antique 
Jewelry, Platinum, Diamonds, Sterling. 
Package kept aside 10 days, subject to 
your approval of our remittance. 
Reference: Dun & Bradstreet 
ANTIN’S, 114 Baronne Street 
New Orleans 12, La. 








ASH 
AS 
YOU NEED 
IT... 


Write Us 1 oday 


JEWELERS 
ACCEPTANCE CORP. 


60 East 56th St., N.Y. 22, WY. 
PL 4-1177 
LEWIS R. EISNER, V.P. 


PL 
NEW 
BUSINESS 


FOR ANY 
PHASE OF YOUR 
BUSINESS — 








ASK ABOUT OUR 
BALANCED FINANCING 
PROGRAM! 


| Obituaries 
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DIAMONDS 


Important single stones in 
fancy ond round— 

rare colored diamonds 

of natural color 

write, wire or phone 


MARTIN |. HARMAN 


10 W. 47 St., N.Y. 36, N.Y. 
Circle 6-0677 

















Wafer-thin, 18K gold 
electronically-tested timepieces 
of elegan awlicity 


and faiultia 
GiiUl IGUuUIELIC a. 


17 Jewels 
Unbreakable Mainspring 


WHEREVER FINE WATCHES ARE SOLD 


WATCH WA 
UREOL® corp. ee") 


since £80 FIFTH AVE.. NEW YORK 36, N. Y. 











Harold E. Allen, 63. watchmaker of 
Rochester, N. Y., died Oct. 25. He 
is survived by his widow, a son, 


and two daughters. 


Albert Charles Auger, 81, San 
Francisco jeweler, died Nov. 24. 
He is survived by his widow, and 


a son. 


James Stanley Ballard, 62, jeweler 
of Centralia, Ill., died Oct. 15. He 
is survived by his widow, two 
sons, and two daughters. 

Fred Barel, 56, president and 
founder of Bridal Ring Co., Inc., 
New York, died Nov. 17. Mr. 
Barel achieved recognition for his 
creations in hand-carved wedding 
known as 


ring sets nationally 


Barel Bridals. 


James Edward Burke, Jr., 77, jew- 
eler of South Norfolk, Va., died 
Nov. 25. He is survived by his 
widow and two daughters. 


Perin Langdon Clark, 61, Los An- 
geles, jeweler, died Oct. 23. He is 
survived by a son and a daughter. 


William Jasper Clowdus, 8&4, re- 
tired watchmaker of Oklahoma 
City, Okla., Nov. 4. He is 
survived by three daughters. 


died 


James Leonard Coleman, retired 
wholesale jewelry salesman of 
Dallas, Tex., died Nov. 10. He is 
survived bv his widow, and a 


daughter. 


Michael Davis, 87, a retired jew- 
eler of Newark, N. J., died Nov. 
19. He was active in civic affairs. 
He is survived by three sons. 

Raymond J. DeYott, 68, manager 
of Bert A. Bush, Jeweler, Inc., Buf- 
falo, N. Y., died Nov. 19. He was 
a watch inspector for the New 
York Central Railroad for 28 


years. 


John D. Enright, 37, 
treasurer of Enright, Inc., Phila- 
delphia, died Nov. 23. He is sur- 
vived by his widow and three sons. 


secretary- 


Albert Feinberg, 70, retired whole- 
sale jeweler of Miami, Fla., died 
Nov. 27. He is survived by his 


wife, a daughter and a son. 


Wilfred V. Feinberg, 52, manager 
of Abelsons - Hoboken, Inc., Ho- 
boken, N. J., died Nov. 26. 
a resident of Union City, N. J. 


He Wilts 


Joe Goldstone, 64, president and 
founder of Imperial Pearl Syndi- 
cate, died Dec. 14 in Chicago. The 
Japan Pearl Promoting Society 
recently honored him for his con- 
tributions to the cultured pear! 
He helped discover a proc- 


anesthetizing 


trade. 
ess for Ovsters 
while the pearl-inducing irritant 
is Introduced, thus reducing fa- 
talities. He helped Gen. MacAr- 
thur restore the industry in Japan 
after World War II. 
Herbert Gordon, 42, associated 
with Hart’s Jewelers of Compton 
and Van Nuvs, Calif.., Nov. 
11, 


died 


Bax- 
York, 


He was a member of 


George J. Hahn of Hahn & 
ter, 15 Maiden 
died Nov. 7. 


the Maiden Lane Historical Soci- 


Lane, New 


ety. He is survived by his widow. 


Herman Hammersmith, 87, a jew- 
eler of Milwaukee, Wis., died Dec. 
3. He is survived by a son and a 
daughter. 


Robert Harnch, jeweler and watch 
repairer of Newburyport, Mass 


died Nov. 14. 


*? 


Taylor Jacobsen, retired 
of Fullerton, Calif., died recently. 
He was active 
Retail 


past 


jeweler 


in the California 
Association, a 
Fullerton 


Commerce, and a 


Jewelers 
president of the 
Chamber of 
founder of the Community Con- 
cert Association. He is survived 
by his widow. 


Karl F. Leinonen, 91, silversmith, 
died Dec. 6 at his home in Water- 
town, Mass. He held the Boston 
Society of Arts & Crafts’ medalist 
silversmith rating. In 1902 he 
made the first silver tea set ever 
displayed by the group. 


Charles M. Lennert, 65, manufac- 
turing jeweler of Corpus Christi, 


Tex., died Nov. 22. 
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Richard Amaral has been appointed 
manager of the New York sales office 
of W. R. Cobb Co., manufacturer of 
jewelers’ findings. Mr. Amaral has 
served with Cobb in various capaci- 
ties. He replaces George C. Wiltshire 
who is retiring. 


Harry J. Nederlander has been 
named a sales representative for Sid- 
ney Krandall & Sons, fine diamond 
house of Detroit. Mr. Nederlander 
was formerly vice-president and gen- 
eral manager of Wright-Kay Jewel- 


ers. 


George Borkin has been appointed 
display manager for the Bulova 
Watch Co. Well known throughout 
the jewelry industry, Mr. 
a reputation acquired in more 


Jorkin has 
than 20 


years of creative work. 


George Borkin J. R. Carrier 
James R. Carrier has been named 
territorial representative by Hamil- 
ton Beach Co. division of Scoville 
Mfe. Co., for lower Michigan and 
Toledo, Ohio. Mr. head- 
quarters are in Inkster, Mich. 


(Carrier's 


: 


py ee 


E. Wegmann 


Jim Bridges 
Jim Bridges has been appointed 
sales representative of Foster Metal 
Products. Inc. He was formerly as- 
sociated with Wyler Watch Co., and 
is a standing member of the Diamond 
Peacock Club. 


Ernest Wegmann has also joined 
Foster. He will be sales representative 
for New York City, Philadelphia and 
Ohio, with headquarters in New York. 
He was formerly assistant vice-pres- 
ident of the Gemex Corp. 


Make a Date with Love... 


remember your 


VALENTINE 


A 
rRIimAY Fe SRUWARY i4 


MAKE A DATE WITH LOVE: 
This is the slogan and above is 
the symbol of the 1958 manu- 
facturer-retailer Valentine's 
Day promotion being staged by 
the Official Valentine’s Day 
Council, Inc. Council director 
Charlotte Thompson predicts 
that national sales for Valen- 
tine’s Day this year will ex- 
ceed $150 million, if the group’s 
publicity program succeeds. 
The Council is backed by lead- 
ing brand-name manufacturers, 
and enables retailers to tie in 
with a full range of sales aids. 
The Council’s address is 124 E. 
10th St., New York 16. 


Elgin National Will Expand 

Its Hadley Watchbands Branch 
National Watch Co. will 
separate consumer prod- 
ucts division for its Hadley watch- 
bands line. And effective Jan. 1. 
distribution of 


Elgin 
form a 


Hadley bands will 
be handled through wholesalers (at 
present Hadley has its own sales 
force) 

Headquarters of the new division 
will be at the Elgin-owned Hadley, 
plant in Providence, R. I. 

Harold E. Corr, Elgin National’s 
vice-president in charge of con 
sumer products, pointed out that 

the wholesale jeweler repre 
sents the most efficient method of 
watch distribution,” from 
“the retail jeweler will 
greatly, through better service and 


which 
benefit 


prompter delivery.” 

Corr said that plans are unde) 
way for extensive promotion via 
jewelry wholesalers. Hadley’s ‘58 
line of attachments will be unveiled 
this month. 








GRAFF -WASHBOURNE & DUNN 


Manutacturers of The Finest 


of Sterling Photo-Frames 


Announces 
} ° - } ‘ 
L/1¢ Ope MINS 0} Lilet 


CHICAGO OFFICE 


1590 Merchandise Mart 
Chicago, Ill. 


CAMPBELL RYAN, Representative 


GRAFF -WASHBOURNE & DUNN 


Silversmiths 
158 West Forest Ave., Englewood, N.J. 











ASSISTANT 
VAULT SUPERVISOR 


Minimum 2 years experience. Must 
know dials, cases, hands and movements. 


Exceptional opportunity for advancement. 
Good salary and benefits. 


Contact Mr. R. M. Lyons 


BENRUS WATCH 


50 W. 44 St. New York (36) N. Y. 











OPALS 


FOR 
EVERY 
MOUNTING 


Manning Opal Corporation 
151 West 46th St., New York 36, NLY. 
Plaza 7-4725 

















Manufacturers’ 


N CWS of Produets and Promotions 





International Stainless Will 
Market Infant Feeding Spoon 


International Stainless Deluxe will 
introduce an infant feeding spoon in 
both “Today” and “Spendthrift” pat- 
terns. Spoon will cost $1.25 retail. 

Last year, the division marketed a 
twoplece educator set in these same 
two patterns. Now they will add the 
spoon to the set, and package all three 
items together as a “Small Folks 
Set.” Display material is available. 

Contact Internationa! Stainless De- 
luxe, division of International Silve 
Co., Meriden, Conn. 


Elgin National Watch Packages 
New Parts Replacement Kit 


Elgin National Watch Co., Elgin, 
Ill., has assembled a special assort- 
ment of most needed replacement 
parts for Elgin’s 710-719 series of 
men’s 17-, 19-, 21-, and 23-jewel 
movements. 

Parts and tools are packaged in 
a transparent plastic utility case. 
3esides the 19 included parts, the kit 
has a direct reading dial removing 
and adjusting tool for Elgin’s 719 
grade, and a free movement holder. 

The kit is compartmented to divide 
the two series on opposite sides. 

Kit cost is $11.95 ($17.60 value) 
from authorized Elgin material dis- 
tributors. 


120 


Edwin Freed Offers Display Kit 
For Valentine's Day Promotion 


A Valentine’s Day display kit with 
50 decorative store window and in 
terior display units is being offered 
to jewelers by Edwin Freed, Inc., to 
help celebrate the firm’s recent move 
to new and larger showroom-offices. 

The kit contains 3 streamers, 9 win 
dow strips, 6 large die-cut hearts, 
pennants and 26 smaller hearts. 
costs $3.50 plus postage. 

Contact Edwin Freed, Inc., at 
new address, 150 W. 46th St., 


York 36. 


Jacoby-Bender Offers 
Golden Wire Display 


Jacoby-Bender has designed a new 
golden wire counter and window dis- 
play to show its watchbands and 
idents. 

The “J-B 6” holds two J-B photo- 
vue idents in gift boxes, a “Diamond 
Lady” band and three “‘Watchmates 
waterproof bands. 

The display is free with an order 
for the six units. Contact Jacoby- 
s3ender, Inc., Northern Blvd. at 62nd 
St.. Woodside, N. Y. 


Horolovar Will Distribute 
Kundo, Junghans Batteries 


Horolovar Co. has available replace- 
ment batteries for the Kundo and 
Junghans transistor battery clock 
models. 

The batteries, called ‘“‘Horolovar 
Long-Life Clock Batteries,” are avail- 
able in the standard No. 10 size and 
also in the No. 8 and No. 9 sizes. The 
two latter sizes have a 1.5 volt ca- 
pacity. No. 10 batteries cost $2.35 
each: No. 8 and No. 9 sizes, $3.15. 

Contact wholesale material supply 
houses, or the Horolovar Co., Box 
299J, Bronxville, N. Y. 


$° 
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Ipekdjian Sets ‘58 Ad Program 
For Chatham Cultured Emeralds 


Chatham Cultured Emeralds will 
be advertised this year in 
Harper's Bazaar and The New 
Yorker, it has been announced by 
[Ipekdjian, Inc., Chatham distributor. 

At a general meeting in the firm’s 
New York offices Dec. 2, firm presi- 
dent Adom Ipekdjian said that °57 


‘1 


hatham emeralds had in- 


| Ogu . 


sales of ¢ 
creased three times ver the 1956 
volume, 

In photo, Mr. Ipekdjian (left), ad- 
vertising manager Edward G. Coyne 
and general manager Max Henken 


look over the "HS ads 


Joachim Goldenstein Issues 
Folder on Importing Diamonds 


Joachim Goldenstein, Antwerp dli- 
amond export firm, has published a 
foider of information on importing 
diamonds direct to stores. It features 
a P.I.P. (Personal Import Plan) for 
U. S. and Canadian jewelers. 

The pamphlet contains the new 
price list for 1958. It lists 148 items 
in seven grades. 

Contact Joachim Goldenstein, The 
Diamond Club, Antwerp, Belgium, 
for your free copy. 














Holmes & Edwards Introduces 
“Terry the Terrier" Display 


Holmes & Edwards has enlisted the 
services of a toy dog “Terry the Ter- 
rier’’—to aid sales of its two piece 
DeepSilver pat- 
terns. Sets will retail for $4. 

Holmes & Edwards have 
nounced that beginning 


educator set in all 


children’s merchandise will be avail 
able in moulded acetate packages. 

Contact Holmes & Edwards divi- 
sion, International Silver Co., Meri- 
den, (Conn. 


Dennison Designs Ring Case 
With "Picture Frame" Base 


Dennison Manufacturing Co. has 
developed a ring case with a silve) 
plastic “picture frame” transparent 
base. 

White removable cover of the case 
is embossed with a floral design. 
Cases are available either for a 
single rine (#2350X) or for two 
rings (#2450X). 

Contact Dennison 
Co. Marlboro, Mass. 


Manufacturing 


Craftsman Self-Merchandiser 
Promotes New-Feature Billfolds 


Craftsman Billfolds, Paterson, 
N. J., has developed a free self-mer- 
chandiser display for its Citation and 
Cosmopolitan billfolds. 

Separate half-dozen pre-packs are 
available with the unit, for both 
men’s and ladies’ models. Billfold 
features include removable passcases, 
new tabs, extra key pockets and gus- 
set change purses. 
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Sheaffer Pen Plans 
January "Write Sale" 

Sheaffer Pen Co. will conduct its 
first “January Write Sale” of special 
values on writing instruments sold in 
box combinations. Promotion will be- 
gin Jan. 2. 

Three gift-boxed combinations will 
be featured during the sale. One in- 
cludes a Snorkel pen and a Sheaffer 
desk set; other combinations are a 
ballpoint pen and mechanical pencil, 
complete with lead and cartridge re- 
fills, and a special pre-packed assort- 
ment. 

Each dealer will receive a supply 
of coupons to distribute to customers. 
A coupon, plus $.50, entitles the buyer 
to a supply of personalized stationery. 
Dealers will also receive display aids. 

Contact W. A. Sheaffer Pen Co., 
Fort Madison, lowa. 


Gemex Has “Peacock” Display 
For New Colormate Watchbands 


Gemex Corp. has prepared a new 
display, called the “Peacock,” to aid 
jewelers’ sales of its Colormate line 
of fashion accessory watchstraps. 

“Peacock” shows 12 bands. Theme 
of the display is “change your watch- 
band to match your costume.” All 
bands have Gemex’s quick-change 
ends. 

Bands retail for $2.95. The 12-band 
“Peacock” assortment with free dis- 
play costs $16.20, includes bands for 
sport, daytime and evening wear in 
suede, calfskin and alligator. 

Contact Gemex Corp., Union, N. J. 


N. Shure Publishes 
Enesco Import Catalog 


N. Shure Co. has issued a new 52- 
page full-color catalog featuring hun- 
dreds of ceramic items, plus func- 
tional kitchen and pantry-ware. 

The catalog, published for the firm’s 
Enesco Import division, shows fig- 
urines, planters, ornaments, wall dec- 
orations, ash trays, cigarette boxes 
and vases, all ceramic. It also fea- 
tures non-ceramic items of metalware, 
glassware and wood products for 
kitchen and pantry. 

Copies are available from Enesco 
Import Division, N. Shure Co., 500 N. 
Pulaski Rd., Chicago 24, III. 


Westclox Display Introduces 
New Electric Alarm Clock 


anignten yaur home 
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Corp. is offering jewelers a counter 
display to introduce its newest elec- 
tric alarm, the “Lace.” 

The “Lace,” on left side of display, 
has full-figure dial, sweep second and 
alarm indicator hands and _ shatter- 
Cost is $4.98 retail, 
luminous 


proof crystal. 
plus tax, or $5.98 with 
hands. 

The display unit also carries two 
other Westclox models, “Tide” and 
“Fortune.” 

The four clocks and display card 
(assortment 555) are available in lots 
of six to the case. Contact Westclox 
Division, General Time Corp., La- 
Salle-Peru, Ill. 


A. H. Pond Releases Movie 
Shorts on Starfire Rings 


A. H. Pond is making available 
dramatic movie playlets free of all 
production costs to authorized Star- 
fire jewelers. Dealers pay only for 
individual name trailer, plus local 
screen fee, Each playlet in the series 
features professional talent in real- 
life episodes. Close-ups show larger 
diamonds to advantage. The full-color 
movie playlets can be shown at local 
theatres. 


Farrington Makes New 
Schick Display Package 


Farrington Manufacturing Co., of 
Needham Heights, Mass., maker of 
jewel cases and display packages, has 
designed a gift and display box for 
Schick shavers. 

The jet black covering of the box 
has gold trim with a red medallion. 
It is lined with vacuum-formed gold 
flocked plastic. 
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Ipekdijian Issues Book 
On Chatham Emeralds 


Ipekdjian, Inc., has published an 
eight-page educational and promo- 
tional book on Chatham cultured em- 
eralds. 

The full-color brochure compares 
the natural emerald with Chatham 
emeralds, and shows two pages of 
Chatham jewelry. It is designed for 
use as a mailing piece. Booklets cost 
$7 per thousand including jewelers’ 
imprints. 

Contact Ipekdjian, Inc., 580 Fifth 
Ave., New York 36 (Dept. A). 


Hammel, Riglander Offers 
New Precision-Marking Tool 


Hammel, Riglander & Co, Ince., 
has available a circular which de- 
scribes its new “Micro-Scriber” pre- 
cision marking tool. 

Features of the new tool, which 
costs $1.50, include tip of solid car- 
bide (diamond-lapped to correct 
angle) and aluminum hexagonal 
handle to prevent rolling. 

Contact jewelers’ supply houses or 
Hammel, Riglander & Co., Inc., Box 
100, Madison Square Station, New 
York 10. 


Goldstein-Gerson Offers 
Jewelers New Ad Mat Series 


Goldstein - Gerson, ring mounting 
manufacturers, 130 W. 46th St., New 
York, have prepared a series of “‘con- 
tinuity” ads for use by jewelers. A 
complete selection will be available 


soon. 


S. H. Clausin Produces 
Historic Diamonds Display 


S. H. Clausin & Co., distributors 
of Princess Diamond Rings, have 
produced a traveling exhibit of 15 
famous gems of the world, to help 
boost interest in diamonds. 

The display features crystal glass 
replicas of the historical diamonds, 
reproduced exactingly by DeBeers 
Syndicate, Ltd. Descriptive cards ex- 
plain the background of each gem. 

The display has been made in trip- 
licate and will be routed from jew- 
eler to jeweler. Contact S. H. Clausin, 
41 N. 12th St., Minneapolis. 
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Buiova Offers Mite-Y-Pak 
Material Parts Assortment 


The Material Sales Division of 
Bulova Watch Co. is offering jewelers 
the Mite-Y-Pak, a selection of genu- 
ine parts and materials. 

Each Mite - Y- Pak contains one 
dozen staffs or stems or Buloloy main- 
springs. Jewelers who buy three 
Mite-Y-Paks save $6.85. With orders 
for staffs, stems and mainsprings, 
jewelers receive the latest inter- 
changeability supplement free. Mite- 
Y-Paks can also be ordered sepa- 
rately. 

Popular and new models included 
are: 5AB, 5AD, 6AK, 6AH, TAK, 
1OAK, 10BC, 1OBRC and 10BOAC. 

Contact Bulova Watch Co., Ince., 
Bulova Park, Flushing 70, N. Y. 


Hamilton Has Lower-Priced 
Electric Watch Models 


Hamilton Watch Co. has added 
three lower-priced electric watches to 
its line. They will retail for $89.50, 
$95 and $110. 

Some of the watches were available 
to jewelers for the Christmas season, 
although not all orders could be filled, 
since production is just now really 
starting to roll. 


1847 Rogers Bros. Renews 
Two Patterns of the ‘30's 


1847 Rogers Bros., division of In- 
ternational Silver Co., is again mak- 
ing available, for a limited time, two 
patterns first introduced in the 1930's. 

The patterns, “First Love” and 
“Eternally Yours,” will be sold from 
Jan. 19 to Feb. 15. Cost of a 52-piece 
or 76-plece service in either pattern 
will be $49.95 and $74.95 retail, re- 
spectively. Dealer aids are available. 

Contact 1847 Rogers Bros. divi- 
sion, International Silver Co., Meri- 
den, Conn. 


GE Telechron Sale-Prices 
Clocks for Post-Christmas 


Three General Electric-Telechron 
clocks are now sale-priced. Price cuts 
were effective Dec. 26. 

“Decor,” an alarm clock available 
in beige, pink and sea mist, now costs 
$4.99. “Harlequin,” in peach, antique 
white or blue, also costs $4.99. And 
“Cupboard,” kitchen alarm available 
in red, white, yellow or brown, now 
costs $4.49. 

Contact General Electric-Telechron, 
Ashland, Mass. 


Admark Has New Display 
For Scarab Jewelry Line 


Admark’s “Queen of the Nile’ 
scarab jewelry is featured on a new 
counter display card. Star of the dis- 
play is the scarab-bedecked Admark 
model who paraded in Egyptian cos- 
tume at last year’s ANRJA show in 
New York. 

Other dealer aids from Admark tin- 
clude ad mats, window displays, leaf- 
lets and merchandising cards. 

Contact Admark, 714 Sansom St., 
Philadelphia 6, Pa. 


Orange Bowl, North-South 
Games Choose Gruen as Award 


All members of the football teams 
that play in both the Orange Bow! 
and the North-South All-Star games 
will be awarded Gruen watches, re- 
gardless of who wins or loses. 

The Orange Bowl committee se- 
lected the “Pimlico” model for its 
customary prize award to players. 
The North-South sponsors chose the 
“Conquest” model. Both timepieces 
have the 17-jewel precision movement. 


Benrus Publishes New 
Watch Models Manual 


The technicai information bureau of 
the Benrus Watch Co. is issuing a 
hard-cover loose-leaf manual with in- 
formation on all Benrus models. 

The manual includes technical bul- 
letins on automatic, wrist alarm, 
chronograph, calendar, dial-o-rama 
and self-regulating watches. It also 
lists parts information with price 
lists. 

Cost is $1. Contact Benrus Watch 
Co., 50 W. 44th St., New York 36. 
Each subscriber will receive future 
technical bulletins free. 








Ronson "Orbits" Own Sputnik, 
New Butron-Fueled Lighter 


FUELS ié 
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Ronson Corp’s commercial to in- 
troduce its new ‘“Varaflame” pocket 
lighter has a filmed background of 
radio beeps, zooming’ rocket ships, 
space figures and all the other props 
associated with Sputnik. 

The lighter itself is butron-fueled 
equipped with a flame-height 
It made its sales 


and Is 
adjustment knob. 
debut in October. 

The TV 
which are shown In the picture above, 
appears on the NBC-TV Huntley- 
Brinckley News show. Firm Presi- 
dent Louis V. Aronson, II, says the 
commercial was developed six months 
before Sputnik first sputtered. 


commercial, photos. of 


L & R Manufacturing Makes 
New Watch Cleaning Machine 


I, & R Manufacturing Co. has pro- 
duced a new ultrasonic watch clean- 
ing unit. 

It may be attached in five minutes 
to the L & R Master, Mastermatic 
or Automatic cleaning machines now 
available, to make a permanent ultra- 
sonic unit. In attachment with the 
Automatic model, it requires no man- 
ual operation. Unit cost is $290. 

L& R has also developed new ultra- 
sonic cleaning solutions for use with 
this unit. 

Contact L & R Manufacturing Co., 
577 Elm St., Arlington, N. J. 


Gemex Offers New "Universal" 
Adjustable Watchband Line 


Gemex Corp. has introduced a new 
line of metal expansion bands with 
adjustable ends and removable links, 
to fit any watch and any wrist size. 

The “Universal” series includes 12 
styles in gold or stainless steel. Six 
pairs of attachments in both straight 
and curved shapes are available. Each 
Gemex band comes with three extra 
links for larger sizes. 

The Universal bands cost $5.95 to 
$14.95 retail. Included is the Gemex 
Baron, which has Italian calf inserts 
in black or brown or in black and rust 
alligator. Contact Gemex Corp., 
Union, N. J. 


Eilgin-American Has Display 
For Cigarette Case Line 


FLIP-TOP 
sN AMERICAN 


Elgin American, Inc., has designed 
a counter display card in wood grain 
fiber finish to show its “Full Pack” 
and “Lite Pack” cigarette case lines. 

It is available free with orders for 
four assorted pieces. 

The cases, made to hold flip-top cig- 
arette packs, are finished in a light- 
weight “Elginite” alloy. The inter- 
changeable Elgin American automatic 
lighter movement is also featured in 
the display. 

Contact 
Elgin, Ill. 


Elgin American, Ince., 


Kreisler Introduces New 
Watchband Display Showcase 


Kreisler Manufacturing Corp. has 
developed a new watchband display 
called the Select-A-Band. 

The unit shows 10 men’s and 10 
women’s watchbands. A built-in stor- 
age vault stocks 40 more bands on 
display pads. 

Over each band, on the glass top 
covering, is a “Place the Watch Here” 
symbol, which allows customers to 
place their watches in position over a 
new Kreisler band. 

The cabinet is walnut. Entire unit 
is available free with purchase of 60 
Kreisler watchbands. 

Contact ad department, 
Kreisler Manufacturing Corp., 9015 
Bergenline Ave., North Bergen, N. J. 


Jacques 


Anson Designs Tie Tacks With 
Musical Instrument Motifs 


Anson, Inc., has designed a com- 
plete assortment of cuff-link and tie- 
clasp sets with musical instruments 
as ornaments, 

Instrument motifs include’ the 
piano keyboard, saxophone, clarinet, 
trombone, drums and trumpet. 

Anson unit 851/58 contains 6 $5 
cuff-link and tie-clasp sets, 12 $2.50 
tie clips and 12 $1.50 tie tacks, all 
with musical motifs. This unit, plus 
the free counter display 
shown, has a retail value of $78. 

Contact Anson, Inc., 24 Baker St., 
Providence 5, R. I. 


wooden 


Smiths Clocks & Watches Makes 
New Half-Hour Strike Movement 

Smiths Clocks & Watches Ltd. 1s 
eight - day, 
clock 


manufacturing a new 


front-wind, half-hour strike 


movement featuring a two-jewel float- 
ing balance. 

Photo shows rear view of the move- 
ment. Not shown is the coil gong, on 
which the hammer strikes. 

Contact Smiths Clocks & Watches, 
Ltd., 45 W. 45th St., New York 36. 


Mothers’ Day Committee 
Unveils 1958 Promotions 


Numerous posters and display ma- 
terial are available from the National 
Committee on the Observance of 
Mothers’ Day, 129 W. 30th St., New 
York 1. 





ULTRASONIC S 
Part VI 


@ ULTRASONIC CLEANERS using barium-titanate 
and quartz transducers have been discussed in 
former articles. Two devices using magneto-stric- 
tive transducers will be considered now as well 
as a new, fully automatic, all-phase ultrasonic 
cleaner. 

The Watchmaster Ultrasonic Cleaner shown in 
Figure 28 is made by American Time Products, 
makers of the Watchmaster timer. This cleaner 
has been designed for the watchmaker’s use but 
will clean jewelry as well as watches. It is com- 
pact, weighing about 12 pounds, and is the same 
size as the new Watchmaster timing machine. 
It has four phases. The lower left container 
houses the first magneto-strictive transducer 
which contains the cleaning fluid. The lower right 
container houses the transducer for the sonic 
rinse. The upper right compartment is a non- 
sonic, dip-type rinse; and the upper left container 
houses the spin-off and forced warm-air drying 
chamber. The photograph also shows a separate 
transducer can with its finned magnetostrictor. 
It fits into a receptacle in the machine to make 
electrical contact. This permits easy removal of 
old cleaning or rinsing solutions. It is the type 
of container housed in the front two receptacles. 

The unit operates at 35,000 vibrations a second 
(35ke). The magnetostrictive transducer was 
chosen because, Watchmaster claims, it is superior 
in efficiency and mechanical stability, has long 
life and is not affected by extremes of heat. It 
works on regular AC current, 50-60 cycles, 105 
to 125 volts. It operates at 350 watts while act- 
ively running and at 150 watts while idling. 
Figure 29 shows the inside with its compact power 
plant. 


Demagnetize the watch 

A magnetic pull is exerted when magnetostric- 
tive transducers are used. This is turned to ad- 
vantage by Watchmaster. Before the watch 
movement or its parts are placed in the transducer 
can with its liquid, the movement should be de- 
magnetized. This is to free all ferrous dirt par- 
ticles clinging to the steel parts and permit the 
cleaning action to remove them more easily. 
Moreover, it is said, the magnetostriction draws 
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by Henry B. Fried, 
JC-k Horological Consultant 


the particles to the bottom of the cups and keeps 
them there during the cleaning cycle. This pre- 
vents them from recirculating into the movement. 

To demonstrate this principle to me a generous 
pinch of steel filings was sprinkled on and into 
the movement. The movement was then placed 
through the demagnetizer and then into the clean- 
ing transducer cup (A, Figure 30), using regular 
cleansing solutions. After one minute, the move- 
ment was removed, rinsed, dried and taken apart. 
There were no traces of the steel filings. They 
were clustered on the bottom of the container. 
After being cleaned, the movement is again de- 
magnetized. (The idea of demagnetizing a watch 
before cleaning with any type of machine is a 
good one. It helps in loosening steel dust particles 
and permits their removal by washing.) 

In using the Watchmaster device, the move- 
ment can either be taken apart or partially dis- 
mantled. When it is left largely intact, a three- 
pronged clasp is supplied which grips the move- 
ment by its edges much like a diamond-grasping 
device. The three-fingered, self-locking tool is 
released by a plunger. However, this is fitted 
through a plastic cover so that it may be immersed 
in the transducer and observed during the cleans- 
ing action. The tool itself is adjustable so the 
movement can be lowered into the solution to the 
best scrubbing-action depth. If the balance and 
bridge are removed, they are threaded onto one 
of the wire prongs with other removed parts, or 
placed in a mesh basket. Refer to Figure 30. 
Then proceed as follows. 

1. Remove movement from its case. 

2. Demagnetize the watch. 

3. Remove hands and dial, mainspring barrel 
and barrel cover. 
For small watch movements, place move- 
ment vertically in basket compartment. For 
larger watches, place the movement in the 
container either by itself or in separate 
basket as preferred. 
Fill container A with cleansing solution to 
a depth of about two inches and fill con- 
tainers B and C with rinsing solutions. 
Turn switch to wash. Place watch in con- 
tainer A for a minimum of 30 to 60 seconds. 
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Transfer watch to rinse B for about 10 
seconds. Then place in ultrasonic rince C. 
Turn switch to rinse for a minimum of 
30 seconds. 

Remove from rinse C and place in com- 
partment D. 

Turn switch to On. 

Turn dry switch On. Movement dries in 
about two minutes. 

Demagnetize movement and proceed with 
inspection and lubrication. 


Water-based solutions 

kixperiments were made with current type 
watch movements as well as with older ones. In 
some cases the balance and bridge were dis- 
mantled, in other cases cap jewels were loosened 
or removed. Cleaning was about the same in all 
cases. Large loose dirt particles trapped under 
attached cap jewels, of course, were not removed 
but gummed oil was dissolved. Mainsprings left 
in the barrel (but with the cover off) were well 
cleaned. 

Both water-based and petroleum-based solu- 
tions were used. The cleaning action was good 
in most cases, though this observer is partial to 
water-based solutions in units using lower fre- 
quencies. Whatever solution is used as the cleaner, 
the rinsing solution must be compatible with it. 
Petroleum-based cleanser should have a miscible 
rinser but water-based solutions may have a rinse 
base of isopropyl! alcohol and acetone. 

The unit has a constant stand-by, light feed 
into the transducers so that no warming up period 
is required. The liquid is heated to a maximum 
of 140°F (although higher ranges will not harm 
the transducer). Most cleansing fluids are said 
to be more efficient when heated to some degree. 
The transducers are continuously air-cooled with 
the fan shown in Figure 29. The final spin-off 
and drying which occupies the area under the 
cover of D (Figure 30) has a carousel-type of 
platform on which the basket rests. While the 
basket spins, warmed air is blown upward through 
it. The degree of heat, the amount of air and the 
speed of spin are balanced to produce best results. 


Bendix cleaner 

The jewelry cleaner produced by Bendix (Pio- 
neer Central), a division of Bendix Aviation 
Corp., is unit UC-3-A pictured in Figure 31. The 
specifications are: 
Generator unit (UG-4-A) (left) 
Model: Table, portable 
Type: Electronic 
Power: 117 volts, 60 cycles, 1.4 amps. 
Output frequency: 19 to 23ke 
Power output: 40 to 50 watts (continuous) 
Cooling: Air cooled 
Dimensions: 10” x 5” x 914” high 
Weight: 614 Ibs. 
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Cleaning Unit (UTL-38-B) 

Model: Table, portable 

Transducer: Magnetostrictive 
Frequency: 21ke 

Overall dimensions: base 7” dia. ht, 8” 
Container dimensions: 3” dia., 25g deep” 
Liquid capacity: 14 pint 

Cooling: Air cooled 

Weight: 2 Ibs. 

This machine, like the Watchmaster, Is mag- 
netostrictive. It has the lowest frequency, 21,000 
vibrations (2lke a second), of any of the units 
reported in this series. It is cheap to operate, 
using low wattage and very little solution. I have 
used it for cleaning jewelry and watch movements 
and it is good. It is especially suited for cleaning 
jewelry and should make an attractive counter 
display. The small generator can be under the 
counter and the blue container on the counter 
where the customer can see her jewelry being 
cleaned. It cleans diamond jewelry as well as 
stretch bands with equal efficiency. 

When watch movements are to be cleaned, they 
are placed in the cup container at the right, 
Figure 31. After about one minute they should 
be transferred to a mechanical machine for the 
spin-off and drying. The unit can also clean move- 
ments with sonic cleansing fluids. The movements 
are placed in a polyethylene cup with rinsing 
solution, immersed in the transducer cup and 
then dried with forced, warmed air. The trans- 
ferring of the parts and cups is a little sloppy, 


however, owing to dripping liquids and the neces- 
sity of tending the entire operation without in- 
terruption. 

This device is the most economical of all sonic 
cleansers reported retailing in the neighborhood 
of $250 for the unit shown in Figure 31. 


L & R automatic cleaner 

The latest ultrasonic watch cleaning machine 
to make its bow on the market is a product of 
the L & R Mfg. Co., pioneers in the field of 
watch-cleaning machines. This device is com- 
pletely automatic and has ultrasonic transduction 
in all its liquid stages. All the watchmaker has 
to do is attach the cleaning basket to the machine 
and press a button. Then he can go back to his 
bench for other work. The machine will go 
through all its stages and stop automatically when 
the job is done. 

The writer has operated this device, which is 
shown in Figure 32. L & R has added a trans- 
ducer to the bottom of the motor. It is sealed in 
a stainless steel container and has a small, hollow 
hole lined and sealed with stainless steel. The 
motor shaft has clearance through this hole, and 
the basket is attached to the shaft as in the 
familiar mechanical cleaning machine. The gen- 
erator, in the form of a platform-base has the 
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same shape as the machine itself, so no extra 
room is needed for it. The machine is designed 
to combine the best features of mechanical and 
ultrasonic watch cleaning: agitation with alter- 
nating motor reversals, spin-off of contaminated 
liquids, agitation and spin-off in the first as well 
as the second rinse and final spin-hot-air drying 
all coupled with ultrasonic cavitation in the first 
three stages. 

The transducer is barium-titanate and has a 
frequency of 80ke (80,000 vibrations a second). 
The generator has a power output of 60 watts, 
110V 60 eyeles A.C. The transducer is mounted 
below the motor. A beveled-edge rubber gasket 
separates them. The basket containing the move- 
ment or parts is submerged in the liquids of the 
regular glass jars. The motor descends towards 
the jar until stopped by the rubber gasket below 
it, so the transducer, which is below the rubber 
gasket, is also submerged into the liquid, although 
it occupies the area above the basket. 

In this way the transducer creates cavitation 
by emitting a downward beam through the entire 
area of the basket. This has several good features. 
The same transducer is carried along with each 
phase of the cleaning cycle. It travels auto- 
matically from cleaning jar to the first and then 
to the second rinsing jar, doing away with the 
necessity of additional transducers. Moreover, 
the downward beaming of the cavitation stream 
forces any soil dislodged during the process down 
towards the bottom of the jars. 

As with L & R’s regular automatic machine, 
the basket reverses itself with a set number of 
spins, heightening the agitation of the chemical 
action while the ultrasonic scrubbing is at work. 
The basket remains in the jar for a maximum 
of three minutes. Then the motor stops and the 
ultrasonic action turns off. The basket rises and 
spins off the excess liquid. The first rinsing jar 
moves on its turntable to its position under the 
basket. The basket descends into the first rinse 
and cavitation starts again. The motor spins in 
the alternate direction for the selected time cycle 
and then stops again. Cavitation stops. The bas- 
ket rises and spins off. The second rinse jar moves 
into position and the basket repeats its maneuver. 
For the final stage, the basket enters a drying well 
where the motor spins only in one direction, the 
ultrasonic action being, of course, shut off. The 
drying action then stops and all power auto- 
matically turns off except the pilot light. 

The machine can be set to complete its entire 
cycle in from seven to twelve minutes. Also there 
are separate controls which allow (1) only ultra- 
sonic cleaning without mechanical action: (2) 
ultrasonic action in one or only two phases; (3) 
mechanical action only without sonic action; (4) 
elimination of any cycle or hastening one cycle 
to another. The machine operates quietly and 
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cleanly without dripping liquids or spray. Each 
jar is rubber-sealed during the various cycles and 
during cavitation, so liquids cannot evaporate or 
weaken under cavitation. Also annoying fumes 
are effectively capped. With this method, chem- 
icals are said to retain their “strength” longer 
and remain fresher. The transducers need no 
“warming-up” period and are used only during 
the time the basket with its parts is submerged 
in the jars. 

The ultrasonic action is visible through the 
vlass jars, although the frequency (80kc) is noise- 
less. L & R has formulated a special sonic clean- 
ing solution while the rinsing solution is exactly 
the same as that used with their mechanical clean- 
ing machines. The solution is petroleum-based. 
In trial runs of this machine, watches have been 
cleaned using the entire, fully automatic cycle and 
also using only the ultrasonic medium. Results 
generally have been very good. Best results, how- 
ever, are achieved with the fully automatic com- 
bination of mechanical and ultrasonic action. All 
types and vintages of watches in various stages 
of assembly have been cleaned. Results are con- 
sistently good, and the mechanical washing and 
spin-off for each stage as well as for drying give 
extra advantages. 

Owners of L & R automatic machines can con- 
vert to the additional ultrasonic phases merely 
by placing the machine on the low, pedestal-type 
generator, removing the basket clamp from the 
motor shaft and installing the transducer unit 
to the motor and gasket. This was demonstrated 
to me and it took only a few minutes. For those 
desiring to clean jewelry or large clock move- 
ments, L & R supplies a larger separate trans- 
ducer tank. This is connected to a receptacle in 
the base generator by a shielded cable. It is not, 
however, automatic but requires manual rinsing, 
and hot-air drying is recommended. Also, large 
clock movements need be only partially dis- 
mantled if internal repair or rebrushing is not 
needed. 


loreign devices 

Japanese ultrasonic watch-cleaning machines 
are shown in Figures 33 and 34, and a French 
machine in Figure 35. An English machine has 
also made its debut, and German machines have 
already been reported here. No doubt, these de- 
vices for the watchmaker will continue to appear 
and, like the mechanical machine years ago, will 
gravitate to a set design. I have found from ex- 
perience that all of them do their work well. 
The skill of the operator, however, is always an 
important factor. 


In the February issue Henry Fried will discuss 
two self-winding watches, one by Eterna Watch 
Co., the other marketed by Shefiield. 





Figure 28 


Fig. 28. The Watchmaster Ultra- 
sonic cleaning machine uses magneto- 
striction for a washing and rinsing 
cycle, with intermittent non-sonic 
rinse, and final spin-off, warm-air 


drier. 


Fig. 29. This photo shows the com- 


pact generator under the casing of 


the Watchmaster unit. which 1s ex- 
actly the same size as the new timing 


machine. 


ig. 30. A is the first ultrasonic 
cleaning chamber. B is a_ dip-type, 
non-sonic rinse. C is an _ ultrasonic 
rinse. D contains the spin-off and 


forced, warmed-air drying chamber. 


Fig. 31. The Bendix magnetostric- 
tive jewelry cleaner, adaptable with 
some modifications for watch clean- 
ing. It has the lowest frequency re- 
ported here (2lkc), weighs about & 
lbs. for the combined unit and is 


economical in cost and in operation. 


Fig. 52. The new L & R fully auto- 
matic ultrasonic watch cleaner, which 
combines both ultrasonic with me- 
chanical cleaning in all its cleaning 
and rinsing phases. The watchmaker 
merely presses a button and returns 
to his bench. 


Fig. 33. An ultrasonic watch clean- 
ing machine by the Japanese maker 
el 


hig. 34. Another Japanese ultra- 
sonic watch cleaner, ‘Sigma,’ made 
by Matsuda, Mitsu Co. of Osaka, 


Japan. 


Fig. 35. A small watch cleaner of 
French make called ‘“Vibrasonique- 
Vibra Pons” made by Amedée Pons 
of Montaudon, France. This machine 
is unusual as it dries its parts by 
infrared rays. 


Figure 29 


Figure 
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Figure 32 
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WORKSHOP 
QUESTIONS 


and ANSWERS 


CYLINDER STAFFS: Is it possible 
to obtain cylinder staffs for old 
watches? There must be some- 
one who supplies cylinders for 
watches with this type of escape- 
ment. When we send for a cylin- 
der, should we enclose the bal- 
ance, cylinder and escape wheel 
or what?—Hill Jewelry Co., 
Northeast Harbor, Me. 
Answer: Many watchmakers 
ean do this type of repair and, if 
need be, make all the parts. 
However, your regular material 
house should be able to supply 
the parts. E. Greenberg, 6 E. 
46th St., New York, makes a 
specialty of antique watch re- 
pairs. When ordering cylinders, 
the old sample is best, although 
the escape wheel itself is a very 
good gauge. The space between 
the teeth will give you the gauge 
of the outside diameter, and the 
tooth width gives the best gauge 
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of the inside (sheli) diameter. 
When a sample is lost and you 
desire to learn whether any cyl- 
inder staffs in your own stock 
are of the correct thickness, try 
fitting the staff between two es- 
cape teeth. It should fit with Just 
a little play. Next take the staff 
and fit it onto the teeth of the 
escape wheel. The teeth should 
have the same amount of play 
while inside the hollow staff as 
outside of it. Cylinder escape- 
ments are certainly not passe. It 
is just that in this country few 
watchmakers are familiar with 
them. In other countries they 
are quite common and are still 
being manufactured. 


*K * * 


SOLDERING LUGS: I have a steel 
case with gold lugs. One lug is 
broken off. I have tried silver 
and gold solder without any luck. 
The steel gets a glaze on it and 
the solder will not run. I am 
using borax flux. What is my 
trouble? I have tried both gas 
and oxygen flame.—Edward O. 
Nelbach, Utica, N. Y. 


Answer: I suggest that you 
try this job again, using “‘Handy 
Flux.” Borax is ineffective for 
soldering stainless steel to gold. 
Gold lugs are generally riveted 
onto a steel However, if 
you try soldering your lugs to 
the gold case with gold solder 
and this flux, you should have 
no trouble. To obtain the flux, 
write to Handy & Harman or 
get it from your local jobber. 


Case. 


* * * 


GOLD FORMULAS: I would ap- 
preciate it if you could give me 
a formula or composition of the 
proper proportions of 14 and 18 
karat yellow, white and green 
gold. Also is there any book that 
has these formulas in it ?—Lux 
Jlry Specialty Co., New York. 


Answer: Eighteen karat white 
gold is 75 parts gold, 15 parts 
nickel, 6 parts copper, 4 parts 
zinc. Another proportion is 75 


JEWELERS 


parts gold, 12 parts nickel, 7 
parts copper and 6 parts zinc. 
Another is 75 gold, 18 
parts palladium, 1 part copper, 
6 parts silver. Another is 75 
parts gold, 20 parts palladium, 5 
parts silver. 

Fourteen karat white gold is 
nickel, 16 copper, 
18.5 zine. Or 58.5 12.9 
nickel, 24 copper, 5 zinc. Eigh- 
teen karat green gold is 75 gold, 
25 silver. 


EFighteen karat vellow gold is 


parts 


58.5 gold, 17 
gold, 


75 gold, 12.5 silver, 12.5 copper. 
Fourteen karat vellow gold is 
98.5 gold, 15 silver, 26.5 copper. 
Fourteen karat green gold is 
58.5 gold, rest silver. 

For various formulas of gold 
and silver try the Jewellers 
Pocketbook, published by Hey- 
wood & Co., Ltd., Tower House, 
Southampton, England. 


JACOT PIVOT LATHE: I have re- 
cently come in possession of a 
Jacot pivot lathe. It is in old 
red leather case and has on the 
front of the case “Tour a Pivot- 
er,” “Avis de Rappel” 1/re 
qualité. On the bed of the lathe 
is: DL-PP. It has all the lanterns 
and notches and a pivot gage. I 
would like to know its approxi- 
mate age and maker.—Edward 
Blackwell, Trenton, N. J. 
Answer: These pivot lathes 
are not as old as you think. In 
my library of old catalogues the 
earliest mention of such a tool 
(with ferrule, bow-turning, 
lanterns, etc.) is dated 1890. An 
elaborate tool with 24 notches, 
gages, etc., sold in a fine cabinet 
for $17. I cannot discover the 
maker from your markings. 


* * * 


CLEANING SOLUTION: I have read 
your interesting series on ultra- 
sonics, and for our clock-repair- 
ing business such devices seem 
likely to help. I appreciate your 
concern for regional differences 


(Please turn page) 
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W hat is 
Watchmakin g coming to 


a 

¢ 
i>. INE. are the davs when customers were willing to wait 
lone for watch repairs . . . or to come back to have watches 


regulated . . . without serious annovance. 


And gone are the days when watchmakers could afford to 
work long on a watch .. . sacrificing profit which should have 


been theirs. 


What is watchmaking coming to? Well, it’s just going modern 
like every other progressive business has. Modern instruments 
permit watchmakers to do more work and better work in less 
time. And with time payment purchasing plans, the right 


instruments can pay for themselves out of extra profits. 


sut it Is Important that vou get those instruments which have 
proved their bench advantages, low maintenance cost and 
long life. 

To convince yourself on these points, ask anyone who has 
used machines of the ‘“‘Watch Master line.” 


Se Watch aster Line 


UL TR sigue CLEANER. (Bench size, 82" x 13”) Cleans and rinse 
é Spin drie ? echanically. Cleans several warches 
at once in comin even remote recesses are scoured. Mags- 

ticles cannot recirculate in solution. 


WATCHMASTERS (Bench space, 8¥2" x13") Your choice of tape or 
ty pe Both cuaranteed tol part in 100,000. Odd beat wate hes make 
neole-line on-time records. Calibrated chart paper and sharp 

ds assure accurate reading without recourse to mechanical - 
f AG Z U SIV E FEATURES OF THE TAPE MODEL include ELIMVAG 


ity of records printed without ink or ribbon 


ELIMAG. Bench pace, 6" x42") Eliminates all magnetic effects mn © 


any watch or parts in a split second. 15 times stronger than ordinary) 
} 
demagcnetizers., 


) 


PIVOT-MASTER. (Bench space, 234” x 3%") Straighten 8 out of 10 


pivots at your bench. Unequaled for pivot examination. 


American Time Products, Inc. NVOT-MASTER 
580 Fifth Avenue, New York 36, N. Y. 





American Time Products, Inc. 


580 Fifth Ave., New York 36, N. Y. 
Gentlemen: Please send information on instruments checked. 
-] Drum WatchMaster [] Ultrasonic Cleaner 
] Tape WatchMaster [] Elimag (demagnetizer) 
Pivot-Master 


Name 
Store 
Address 
City, State 
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(Continued from page 128) 

in cleansing and rinsing fluids. 
We are in a very dry area and 
would like to know what you 
would recommend for us in the 
way of a cleaning and rinsing 
solution.—Schmitt’s, Cheyenne, 
Wyo. 


Answer: For your area most 
any type of cleansing and rins- 
ing solution should give good re- 
sults. It is the damp, lower Mid- 
western and Gulf states that 
have difficulties. Of course, you 
should restrict yourself to chem- 
icals that have little or no toxic 
effect. 

x + 
ROSKOPF AND PIN-LEVER: Could 
you tell us the difference be- 
tween a Roskopf and a pin-lever 
watch? These two terms seem 
always to be mentioned together. 
—Ben Harding, Philadelphia. 


Answer: The pin-lever watch 
refers only to the type of escape- 
ment in which the pallets are 
vertical pins set upright into the 
pallet frame. These act or are 
acted upon by the broad, escape- 
wheel teeth. This type of escape- 
ment has its origin in the Le- 
Paute, Brocot, and other escape- 
ments going back about 200 
years. The Roskopf watch is one 
based on the Roskopf patents 
(1867) invented by George 
Frederick Roskopf (1813-1872). 
This does not embody the pin- 
pallet escapement, but rather the 
peculiar hand-setting arrange- 
ment, the dial train and simple 
winding mechanism. The Ros- 
kopf patent embodies mainly the 
barrel whose diameter is_ so 
great that it trespasses upon the 
center of the watch. Roskopf 
was determined to make a cheap 
watch. He thought that if he 
could make a watch with fewer 
parts he would achieve his goal. 
To make a watch with one less 
wheel and pinion was quite a 
saving in those days. To do this 
he had to create a large barrel 
with 128 teeth. The escapement, 
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too, was streamlined in parts to 
reduce cost. To this end he used 
the roller as a single pinion leaf. 
A minor advantage of this es- 
‘apement over others of that 
time was that it had a double 
roller, while others were of the 


single-roller variety. However, 


the pin-pallet escapement is not 
necessarily a Roskopf one. In 


fact, Grossman’s essay of 1866 
shows such an escapement clear- 
ly (Perron-1830, Pichon-1820, 
Antoine Tavan-1800) and it was 
Grossman who suggested the use 
of this escapement to Roskopf. 
With the Roskopf patent, the 
barrel always encroaches on the 
center of the movement. There 
is no The dial 
train is driven by a clutch-held 
wheel atop the barrel cover. This 
drives a cannon- 
pinion mounted loosely on a solid 


“center wheel.” 


loose, brass 
pin mounted solidly onto the cen- 
ter of the dial plate. The hour 
wheel is driven by a solidly at- 
tached pinion atop the friction- 
tight wheel on the barrel cover. 
This wheel serves the same pur- 
pose as the minute wheel in or- 
dinary dial trains. Instead of 
the center wheel, there is only 
the barrel, a second wheel, a 
third wheel and the escape 
wheel. Thus one less train wheel 
is required. This also causes the 
escape wheel to turn backwards 
and, since the train wheel, which 
would ordinarily drive the sec- 
ond hand, also turns backwards, 
true Roskopf watches do not 
bear a hand, although 
some modern ones with a small- 
er barrel and an 
train wheel do contain a second 
hand. These then are not true 
‘“Roskopf.”’ 


second 


additiona! 





REVIEW OF THE 
FOREIGN TRADE PRESS 
La Suisse Horlogere 
This features 
having to do with nuclear phys- 
ics and horology. This is made 
up of a series of articles by lead- 
ing authorities on various sub- 
jects related to the main topic 


issue articles 


and having some bearing on 
horology. An article by Oscar 
Thuler is titled Radioactive 
Luminous Materials. Others are 
Nuclear Particles in Analysis by 
Paul Dinichert, The Application 
of Radioactivity in the Chemis- 
try of Plastics by Roger Vuille, 
Radioactive Electric Batteries 
by Jean Russell, Automatism by 
KF. H. Raymond and an easier 
topic for the average watch- 
maker on Films and_ Photo- 
graphs of Automata by Chapuis. 
The Effects of Ionizing Radia- 
tion on the Higher Animals and 
on Man is covered by Dr. Serge 
Neukomm. This topic has com: 
in for consideration re- 
cently through some utterances 
by our American Strauss on the 
effects of fall-out as compared 
with the radium dial. This, too, 
is commented upon by another 
forelgn paper which will be cov- 


Some 


ered later. The article by Thuler 
on radioactive luminous mate- 
rials traces its origin to a period 
over forty years ago in which 
zine sulphide, mixed with minute 
quantities of radium, was used. 
He identifies the term phospho- 
rescence which is akin to fluo 
rescence, as excitation of lumi- 
nous materials. In case of acti- 
vation by radioactive waves, the 
term radioluminescence is ap- 
plied. In another section devoted 
to cultural side of horology, Al- 
fred Chapuis discusses ‘Films 
and Photographs of Automata,” 
including the action photos of 
famous automata, known = to 
many 
familiar with that writer’s books 
on horology and automata. The 
1957 Basle Fair, with excellent 
photos of the newest styles in 


watchmakers who. are 


watches, makes up an interest- 
ing section of that journal. 


Die Uhr (Germany) 


A two-page amusing series of 
anecdotes concerning horologi- 
cal history features the July is- 
sue. Some of these concern 
Goethe, Mozart, Rosseau, Vol- 
taire. Other articles are on 
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isochronism and the pendulum, 
magnetism and theory, balance 
poise errors, and their diagnosis 
by the timing machine. Beau- 
marchais is the subject of a later 
issue and one on radioactivity in 
horology, a topic that is now 
arousing a great deal of interest. 
The fact that a Geiger counter 
will pick up the minute radia- 
tions from radium dials has 
caused a rash of such articles to 
appear in all trade publications. 
Horological Journal (Britain) 
An editorial appeal for donors 
to aid in restoring and renovat- 
ing the headquarters of the 
British Horological Institute. 
£10,000 is needed in addition to 
what already has been donated. 
Also, editorially, the dearth of 
qualified apprentices is noted. 
Radium dials come in for 
their share. A radium dial com- 
pany was found to be danger- 
ously radioactive and its furni- 
ture was ordered burned. The 
editorial minimizes the effect to 


wearers of watches with lumi- 
nous dials, and states that even 
should the dial contain large por- 
tions of radioactive material 
(which it doesn’t), the metal 
back of the watch case would 
shield the wearer from any 
harm. In the July issue, a pre- 
diction by H. N. Walford, an of- 
ficer of a trade association, fore- 
told that the watch of the future 
might very well be a radio watch 
picking up time signals from a 
master transmitter. 

Another article by J. T. 
Whipps, chief horologist at In- 
gersoll, Ltd., serves to reassure 
the reader on the precautions 
taken in the plants where radi- 
um dials are processed. The 
August issue features a story by 
W. H. Poole on an Australian 
speaking clock. This clock is the 
mechanical voice of people dial- 
ling for the correct time. 
Horology (Japan) 

While we are not conversant 
with this language, the numer- 
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make it easy for success to find you! 


using the convenient form on page 166. 





Success, as we know, doesn't shine on every man. Like 
a suntan, success only comes to those who expose themselves. 


Through Jewelers’ Circular-Keystone Want-Ads, you can 


present your message to the entire jewelry industry. And 


Place your inexpensive classified advertisement today by 


There is a want-ad category for every need. 

















SINCE 1887 


BOWMAN TECHNICAL SCHOOL! 


ous illustrations and frequent 
interspersal of English text aids 
in giving one a general idea of 
the content. For the most part, 
the material is rewrites of pub- 
lished material in European and 
American publications. How- 
ever, some of the figures have 
been redone possibly with an 
eye to please the particular 
tastes of the Japanese watch- 
maker. The advertisements 
are interesting since they re- 
flect the general tastes of the 


Japanese and availability of sup- 


plies for their horological trade. 
Many home products are ftea- 
tured which seem well made and 
finished. Recently this reviewer 
had the opportunity of closely 
examining the products of the 
Orient Watch Company and 
found them to be made very well, 
about the same quality as an 
average 17-jewel ebauche prod- 
uct. Articles on production tech- 
niques of various Swiss watch 
factories are featured together 
with photos. 


Courses in Watchmaking, Engraving <cnd Jewelry Repairing. 

Bowman graduates pass the Certified Master Watchmaker test of H. ¢. 
of A.. or any State Board exminations 

Mr. Jeweler: You should encourage young men to take this training. We 
never have enough graduates to supply the demand The best jobs await 
Bowman School graduates 

Write for free book ‘‘Your Future and Our School’’ which shows how 
many finest jewelry businesses have been built on thorough Bowman 


Training 
BOWMAN TECHNICAL SCHOOL 


Bowman Building, Lancaster, Pa. 


O \ \ : 


HAVING TROUBLE WITH RING-SIZING? 


Don’t keep your customers waiting for 
ring-sizing jobs. The Kagan Ring Sizer re- 
duces or enlarges wedding rings several 
sizes quickly and easily. Here’s an end to 
the old fashioned cut-file-soider method 
of ring-sizing. The Kagan helps you build 
sales, move inventory and save time and 
money on sizing jobs. Only $159.78. Order 
from your Jewelers’ supply house. 


Charles Ezra Bowman, 
Registrar 


John J. Bowman, 
Director 
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increase profits by 
Engraving your own Jewelry 


M in 
STORE 
SHOP 
FACTORY « 


- 

Special Multi-Grip e 

7 vise holds articles of 
any shape. Inexpensive e 
CNP-} Panto-Engraver @ 
cuts sharp and clean in®@ 
stainless steel, gold, silver, other metals. @ 


FOR THE JEWELRY MANUFACTURER 


The 30-5 Panto-Engraver... 

Cuts medallion, ring and jewelry dies, 
steel stamps or any bas-relief design, as 
well as lettering, name plates, trophies, 


signs, etc 
Model 3D-5 


Model CNP-J 


A Full Line 
of 


Engraving 
Equipment 
and 
Accessories 


Liberal Terms Arranged. 
Smal! Monthly Payments. 


Write for complete details and prices 
For immediate attention write dwectly 
to manufacturer below. Ask for nearest 
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representative 
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H. P. Preis Engraving Machine Co. 
657 U. S. Highway 22 Hillside, N. J. 








WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ill. 
Students moy enrol! af any fime of the year 

















Write for 
full information 
and free samples. 


| 
JULES BOREL & CO. | 


1015 Walnut St. Kansas City, Mo. 
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In the advertisements are 
shown at least three different 
competitive makes of ultrasonic 
watch-cleaning machines. All of 
these are units which are hooked 
up to conventional (Japanese 
make) mechanical cleaning ma- 
chines. One unit is unique in 
that the transducer is carried 
along with the motor and basket 
into every phase of the cleaning. 
André Donat, of the French 
horological chamber, has. an 
article of technical interest, 
probably taken from the French 
publication of the central agen- 
cy. In each of these issues is a 
small pocket-sized booklet in 
serial form on a series of watch- 
making articles. These are a di- 
rect lift from the Bulova School 
Manual, illustrations, text and 
all, except that they feature the 
trade marks of competitive mak- 
ers. Well illustrated articles on 
the lever escapement feature al- 
most every issue. <A_ similar 
series on the pin-pallet escape- 
ment, which seem original and 
well done, also is contained in 
these journals. Many practical 
articles on watch repairing such 
as hairspring selection, vibrat- 
ing and fitting are always in- 
cluded. Watch timers advertised 
are local products, Horolograf, 
Watch Graf, Universal Watch 
Checker (containing an oscil- 
loscopie screen). A complete re- 
printing in_ serial form of 
Ilercher’s book, Watch Repair- 
ing as a Hobby, appears with 
both English and Japanese text. 
Articles on plane geometry, de- 
signed for home study, are also 
feature of these publi- 
cations. Judging from the car- 
toon-like drawings of many 
articles, some ideological point 
is gotten across with some hu- 
mor. This reviewer is indebted 
to Prof. Ruji Yamaguchi, an 
authority of the Japanese horo- 
logical industry and history and 
author of horological books for 
these publications. The Japanese 
have a large, strong guild which 
is directly connected with the 
Horological Institute of Amer- 


a serial 


JEWELERS 


ica. This guild conducts certi- 
fying examinations, and those 
whose watches are tested and 
approved by the Institute are 
awarded diplomas of Certified or 
Certified-Master Watchmakers. 
Feature articles in this publica- 
tion are designed to aid the stu- 
dent in acquiring sufficient tech- 
nical knowledge to make him 
eligible to take and pass such 
an examination. Part of this 
publication is devoted to op- 
tometry, as were American pub- 
lications years ago. 


Goldsmiths Journal (British) 
This publication of the N. A. G. 
Press Ltd., is principally de- 
voted to the jewelry industry as 
apart from the needs of the 
watchmaker, although every is- 
sue contains some technical or 
practical article. An _ editorial 
decries the epidemic proportions 
of coupon trading in the U.S. A. 
and in Canada. A report indi- 
cates that the jeweler is robbed 
food chains which 
give jewelry items for food 
stamps turned in. It reports the 
efforts of one Canadian jeweler 
who is getting even by accepting 
stamps for purchase of jewelry 
items. He says if the food 
stores give anything they should 
give food. Perhaps he might do 
better by giving stamps for 
jewelry purchases redeemable 
for food items at his store. W. G. 
Pike FBHI (Fellow of the Brit- 
ish Horological Institute) writes 
a fine article on the popular 
cuckoo clock with good isometric 
drawings by Ayers. Practical 
manufacturing techniques’ in 
serial form is conducted by 
Chas. A. Jarvis, F. G. A. In the 
editorial pages of the September 
issue, our very own Lewis L. 
Strauss, Chairman of the U. S. 
Atomic Commission, in an ad- 
dress to Congress is quoted as 
saying that a campaign against 
luminous watches would be more 
beneficial to humanity than a 
campaign against the nuclear 
tests. This, the British editorial- 
ist says, was a stunt statement 


of sales by 
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that the 
amount of radiation from atomic 
He claims 
makes nonsensical 
unworthy of 


to dramatize the idea 
bombs Is negligible. 
that it 
and 1s 
strauss. 


read- 
Mr. 
The idea, he continues, 


Ing’ 


Was presumably to suggest that 
from fall-out of 
atomic explosions was as neg- 
that from luminous 
However, 
circulation, Mr. 
statement has the opposite ef- 
fect—people are asking to have 
the radium removed from their 
dials. The effect of radium-type 
dials has never had any harmful 
effect and, the Journal 
never Nature’s 
it claims, is one hundred times 
stronger than the total from 
clocks and watches which never 
hurt anyone. 

One might gag about the old 
man who argued differently, 
claiming that he had worn a 


the danger 


livible as 
dials. 
wide 


because of its 
Strauss’ 


says, it 


will. radiation, 


BOOK 


WATCH REPAIR, by Harold Calef 
Kelly. 1957. Charles A. Ben- 
nett Co., Ine., Peora, T[ll.: 


S$ 4.95 


Mr. Kelly, an able teacher, has 
been an instructor in horology at 
Bradley University and at 
Weatherford (Okla.) State Col- 
His other books 
Practical Course in Horology, 


lege. are A 
Horological Theory and Practice 
and Modern Methods in Watch 
The book 


covers practically the entire field 


Adjusting. present 
of horology in its 284 pages. In- 
cluded are astronomical methods 
of determining time, practical 
clock repairing, practical watch 
repairing, adjusting problems, 


JEWLLERS' CIRCULAR-KEYSTONE 


IANUARY 1958 


radium-dial watch given to him 
on his fiftieth birthday now for 
forty years and he is no longer 
the same. The editorial goes on 
to say that the biggest contri- 
bution to radiation is from the 
wide use of X rays. They report 
that watchmakers 
being overworked by people re- 
turning watches to have the 
luminous compound removed. A 
prominent Norwegian geneticist 
compounds the fear and 
that he sees no reason to check 
the fear of luminous paint. 
While he contends that a lumi- 
nous watch can do no harm to a 
person who the 
luminous watches put together 
may effect the hereditary quali- 
ties of a generation. Diagnostic 
X rays are 22 times more pow- 
erful than elocks and watches. 
It ends with the statement that 
this is a smoke screen around 
the culprit—atomic explosions. 


are 


in Oslo, 


says 


wears it. all 


REVIEW 


wheelwork for pendulum clocks, 


wheelwork for balance wheel 
clocks and watches, gearing and 
clock escapements. 

Additional 


striking mechanisms, automatic 


chapters concern 
watches, stop watches and chro- 
nographs and calendar watches. 
A separate section deals with 
the theoretical phase of pendu- 
lums, and a study of the balance 
and the balance spring. The book 
bibliography. 


also contains a 


There are many photographs 


and fine line drawings but one | 


wishes that Mr. Kelly would con- 
centrate on some one phase of 
horology rather than giving us a 
little of everything. 

—Henry B. Fried 








MICROTIME 
LUBRICANTS 





eal 
g 
—— 
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" 
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a 


Microtime 2 


Watch and Clock | ™ 


Oils 

Repeated tests by a leading 
Swiss Horology Laboratory have 
proved these oils 
traordinary stability under ex- 
treme temperature, from 180 
degrees to 0 degrees Fahrenheit. 
Will not gum or spread. Perfect 
lubrication is insured over very 
long periods. The true crafts- 


TT 
men will always insist on 
Microtime Oils. 
These oils are prepared in four 
i viscosity grades: 


possess ex- 


—~ * 


Type A 
Type C 
Type F 
Type H 
The Very Finest — Imported 
from England 


Order from Your Newall Jobber 


THE N EWALL cena. aa 


CHICAGO 7, WAL 


Ultra Light 
Light 
Medium 


Hea V 





tHE GUARANTEED WATCH CROWN 
ACON watcu crown co 
50 Eldridge St., New York 2, N.Y. 
Manufacturers of Gold Filled Crowns 


Complete line includin 
@ woterproof 
Sold through Wholesolers & Sebbeve 


wean psi 


We repair Chronographs & Stain- 
less Steel Cases. We make coil ra 
springs for watch cases. 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 2, Illinois 








WATCH REPAIR 


Dependable « Fast * Economical 


Over a Quorter-Century 


of Service 
* 


Watches Insured and Safeguarded 
in Holmes-Protected Vaults 


é 
All Work Watchmaster-Tested 


Ask for Price List 
or Send Trial Order 


Cooper s Watch Repair Co. 


48 West 48th Street, New York 36, N. Y. 
Plaza 7-1740 





THOROUGH knowledge of manufacturing 
diamond and stone ring lines trom ow! 
diamond setting and factory supervision 
experience: effectively service wholesale 

or retail trade pretet! New York area 


and short trip eleven vears exper! 


RATES AND REGULATIONS Ng a ine 


Remittance in Advance dre ' 
“SITUATION WANTED”—-Regular type $2.00 first 25 words; addi- RETALL sales; hard worker, personabl 
ctll MItIOUS, excel] tf ackgrouns pres 


tional words, 10 cents per word. Heavy type $7.00; addi- ently employed ars experience, all 


phases credit jewelry knows diamonds 


tional words 25 cents per word. ae eee 


“HELP WANTED"—"LINES WANTED”—and “SIDE LINES”—Regular type $4.00 Snest eotorentin hitkvoes ". B58,” cx: 
first 25 words; additional words 15 cents per word. Heavy , 

type $7.00 first 25 words; additional words 25 cents per ile cata ia aalal “ 
word. nity " ith future yond 35. pend rie d, will 


| 


relocate 10 vears retail credit jewel 


ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- background, buying merchandising 
tional words 25 cents per word. Heavy type $12.00 first 25 st dem pegt Ait a ge ~All a 
words; additional words 30 cents per word. honest’ and energetic. Addre: 
© Name, Address, Initials and Abbrevia- @ Advertising matter addressed to classi- . _ 
fied advertisers will not be delivered. 
tions a. . ; 
ons count as words © Classified ad form closes 10th of the 
© If answers are to be forwarded, 20 cents month preceding date of issue. 
@ A box number when used in ad counts 
as five words, that is, “Address 413, 
© No Agency Commission. care of J C-K.” 


extra to cover postage must be enclosed. 


In answering Box Numbers address envelope “Box —,” care of Jewelers’ 

Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose indicia iitaitdaei 

original letters of recommendations. EXECI ris Ek salesman; tremendous 
following N. Y. C.. watch importers, 


JEWELERS’ CIRCULAR-KEYSTONE. CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. jewelry jobbers, material houses; 15 


vears experience, will represent 
manufacturer expansion bands, 
watch cases, straps or allied line: 


DIAMOND MAN, thoroug! (perience . 
in Bickine diamonds for : presently employed = nationalls 


Situations Wanted orting and grading of dia ie: known manufacturer; earnings $15,- 





elie —_s ware lent background and ret ce 000; excellent reputation; address 
ity. Address “: Care « “K., 3537." care of JC-K. 

FEMALE; excellent experience as de WATCHMAKER, 14 vears bench ex- 

ae meagy becpemar a stnee = Benge See Sele perience and estimating; sober, set- 

Sa ai wees dle, ae tled family man seeks position with 

know more? ask me dare old established store or progressive 

of JC-h chain organization; best of refer- 

pe ences: interested only in permanent 

stores & top. retailers position; will come to vour store for 

ork city & vicinity: looking fo personal interview, for job that 

with manufact . 2 pan offers security and future. Address. 


ntere sted only I top fhignt . . Sel ** ‘ . 
73.” care of JC-K 3530. care of JC-K. 


trati sv ¢ 


DIAMOND man, number of veal peri welrv executive Succes ful record 
ence assorting n appraising ; en of elling ind supervising promoting 
bee: tones ae) SES. lili ordaet! W Tih t } r Wi dow a play eredit chal 
ares ring mMmanuracttu!l ference " ’ re experience training 
New York City preferred ¢ fe ersontl nereasing diamond sale 
of JC-kK rseonabl ictive, college graduate, ex 
ound and exceptional ret 
I ler taking partnership 
ma, volume credit Irv : llenging proposition \ddre bY 
yloved in supervisory t ; 
ink \ experience that 
repa 5 rs experience, sing < result prefer south or \ tf. minimum WiLL known jewelry executive, excellent 
Dé 00 AL Adal ' P45 rs tation} ra alesman, pe rsonable ex 
IC-K ptional pers alitv. keen insight and 
les promotion, advertising 
SALESMAN with solid expe Te isplay retail tores, jewelry depts 
vholesalers, department On} & cred onside aking outstanding nationa! 
‘hains for large silverware ac ne stablished accounts and territory 
ropolitan New Yor! } , . v mploved asset to ndustry 


turer in me 
s487,.° care 


t 
Je! ey seeking new COT on hard wor} Address , = 
manufacture! * wat 
dress “37 
bye directed toward mart 
MWiLER-gemologist presently employed neerawnt ae | wraduate fron I'n 
by fine store in Canada real jewelry ereit f lowa February Sth with 
ind diamond department seeks position » Gs n Commerce: maioring 
vith registered jeweler age ov, 2 reta ng and accounting have diploma 
vears experience, photo and full resume in Theory of Gemologv from G 
interested firm \ddres B so 20, five \ experience in retail jewelry 
ime Ol JC-K both I ales and watchmal mL i 2% 
married with famils Kugene CC. Bo 
IeWkreLER: fine mechanic many years ex- 915 Finkbine ‘ ; 
nsive varied ¢ xperience on gold plati- Phone 6852 
num, most lines jewelry mfg. special 
rders, repairing, models best produc- AM ookil ' appreciative of 
on methods retail selling experience nt tine ne ability original ideas 
teady position NeW York City only egy es arco Ms T er a keen awe focused 


Té 


ti 

‘ : - rn 
\ddre “tho,” care of JC-K on the trend of today’s business, con 
petitive a it is f am capable of ad 
TOP experienced husband-wife team seek vising manufacturer on retailer prob 
Satine . backing in costume jewelry, ring, ete len and equallv competent in meeting 
BOOKKEEPER - AC | operation on West Coast or Arizona; retaile1 on his level, resulting n in 
tremeiy apa! e and 200 periene vears of know how in sales, buying, ereased volume complete background 
Ow managing with leading credit jewelry in sterline. diamonds watches and re- 
reputation and 
“WW 


lif ‘ i ‘ \ i é 
iewelrs jusInes itstandineg chains all qualities to assure uccess lated items impeccable 

references Address a = 3465.” extremely uccessful past Address 
re of JC-K $528." eare of JC-K 


seeking Sitio best 


~ 

















Joa) Vou Wiihitl La) ricilsé i)? il¢ eviite Vootll 
VOrK and responsibility with reputable 
na productive "Vi | 












parthel Who now pel 

nally supervises every facet of a su 
ssful credit jewelry store operation in 

4 Sof $250,000 annually he } ! 
ed be V ¢ il ot ion pel mia! ind 
‘ ry Ove! oe | vu earl rhe Live Nis 
ind bye - Dut »\ Vishe to ipop 
proven ability to Wn buUSII 

can make Investinent if advisable 

te ulficient information contider 

is 2) Warralht pe? na brie ne 

er lanuat 1% los Ladare (j 

ire fF JC-K 

| \ \] intere ted in manne ad chanke i! 
nuary to the right kind oft tore; J 


working with a firm sixty vears old 











high cla ientele with high erade 
rk l do not feel that my salary here 
ommensurate with my ability am 
* = od 
rtv Veal old and have 23 veal bench 
rk | do some diamond setting plu 
ind jewelry Work although | an 
in engeravel | do all store engra\ 
on the large deluxe New Hermes 
chine pecializing in trophies and 
t ware l have the complete confi 
nee ofl tore owner, being allowed a 
key and combination to vault with 
ure tock of loose dlamonds im tam- 
im and WV ild be interested tr) LK 
nhangwee | alary }USTITLe <1 f 
Adare (3 lt ure 1(o-W 
° 
Lines Wanted 
i> line of findi: eold rling ilvel 
1 gold filled experience Viti Pood 
Vil ‘S Ve ! travellnk New Y rt 
I Ip? i) N\ I me na V«aiadiress 
l., 308 ire }er-K 
L\ILISSMAN é e! »WiIns best 
veliry tore Vey ,ori ew Jersey 
lennsyilvania Miary { Washington 
c: eek Lirie rine ewell 3 | lime 
che Addr ‘ re ( IK 
\\V ST Coast Re} el é ilver plate 
rling | Ww \ ! ‘ £ adit 
table hatware rie it New 
ibout lanual Write 
care ¢ } in 
ERIENCEI ‘ ~ h 
! States ; ! l ture! re 
nd mounted jewel: ne rings 
irat jew pp! entiv ¢ ployed, 
tollowl Add \\ 2 
‘ JC-] 
MRIENCE I esmal » retail 
net Bo Washingto i 
New York Metropolitan at Intel 
ea short te’ USIV¢« Pourtes Karat 
eiry ime reputable rn Addres 
hy pure? t ‘ df ly 
PACIFIC Northwest sale representatis 
‘ cle brie prefer unusual mount 
ind wedding rings of gold palladiun 
platinun certified Gemologist 
ified in colored gems eXperienced 
phase of the Jewelry industry 
307, o21 Pine St Seattle Wash 
PACTEIC (*oast wanted two Or tnree 
inutacture! vith short powerful line 
rested in doing a fifty to one hun- 
red thousand dollars yearly volume 
. elling exclusively to the wholesale 


ler by a representative with many 

of personal contact with only the 

ery best of Wholesalers. Address “P., 
) care of JC-K 


WELL KNOWN salesman who has 
travelled extensively for twenty 
vears in the southeastern and south- 
western territory; including Ohio 
and Missouri states with one Silver 
plated hollowware line; averaging 
$200,000 volume yearly; is open for 
a companion sterling or costume 
jewelry line; has the respect and 
confidence of department stores, 
jewelry, catalogue and mail order 
buyers; have always been considered 
the “tops” in the silver industry; 
will consider replies from reputable 
manufacturers only; can _ finance 
myself; open for interviews; ad- 


dress **366.”’ care of JC-K. 





Set a 


Side Lines 











MANUFACTURE 


) rine costume 
Jewelry wants salesmen tor West Coast 
and Midwest liberal commission write 
In tull. Address “‘S 1? ] care of JC-K 


REPRESENTATIVES wanted for estab 
ished line of Mexical and 


terling silver jewelry as sideline com- 
mission basis all territorie open. Ad- 
clre ~ q* : > 14s . eare crt Tf oa 4 


MANUFACTURER 14K cuff nks 


tie 

oars ete desires sate an fo? west or 

midwest: side line te rated retallers 

col mission basis Add IX fH) 
care of JC-K 

EEN PERIENCED alesmat! for nanutar 


turer of platinum and gold watch case 
and attachment line to « er Chicago 
and vicinity selling Jewelry jobbers and 
Wholesalers Write ‘362 care of JC-K 


REPRESENTATIVES — t é miplete 


Irie Ol jewelry Store aisplavs elvets, 
vty mirrored turntable, et liberal 
com Ssrons mean -¢ ra eal ngs tor 
‘ row illing o7 ov ry Ad 
(i! ( ( Ie ‘ 
“LCOS S EU I ~ thre ‘ e*¢ 
Mipanion line to present Me ewelry 
experienced diamond stone rings and 
carat jewelry wide follow ° top ref- 
erence Address VW 22 care oft 
J(*-kWK 
SALIESMICN for better quality ighly 
stvled jewel novelty watches, 17 
ewelled lever vVatche diamond set 
watch cases for or wit name brat 
n ement Food comm!) ! \ddress 
( ‘4 are of JC*-lhk 
SALESMIEN wanted, tapered t ind 
ma mpact line repu ell « 
tablished present be ser DV ta 
ou wate! nNouses l ‘ ( Vit 
ot] gy better ewelel Add “ \ 
i ire ft Je Ky 
WEST coast alesman witli experience 
residing i Los Angeles traveling 
throug! far West to carry platinun 
and gold watch case ina ittauchment 
rie selling Wholesale ewetlers d job- 
Del W rite 6H1.' eare of JC-K 


SIDELINE salesmen wanted to carry tast 
iy 


elling adies and gents rings: estab 

lished territory witl excellent oppor- 

tunity high OMMISsSion correspon- 

dence contidentia! Address 42 care 
JC-K 


SALESMAN: New York, Penna. and 
New England; extensive line of gold 
mountings, including engagement 
and wedding ring sets, dinner and 
gents rings; draw against commis- 
sion; address Kushner & Pines, Inc., 


In W. 47th St... New York 36, N. Y. 


Kansas, Nebraska and 
Dakotas; extensive line of gold 
mountings, including engagement 
and wedding ring sets, dinner and 
gents rings; draw against commis- 
sion; Kushner & Pines, Inc., 15 W. 


17th St.. New York, N. Y. 


SALESMAN traveling Chicago and sur- 
rounding suburbs for last 7 vears, with 
about 150 active retail accounts, de- 
sires side line in conjunction with wed- 
ding ring line; established line pre- 
ferred. Address Cireular 351, 360 N 
Michigan Ave., Chicago 1, Illinois 


SALESMAN; 


SALESMEN calling on retail stores, pat- 
ented specialty, no competition, top 
commissions paid on all business from 
protected territories, full commission on 
repeat and mail business: state experi- 
ence, territory and references Address 


: 


‘“C 86863495." care of JC-K 


WANTED experienced salesman with fol- 
lowing to call on retail jewelers in New 
England with the exception of Boston 
area, to carry gold filled and sterling 
silver, beautifully packaged ladies jew- 
elry, including competitive line of 
Searab jewelry: reply: Bert Marks Co., 
131 Washington St., Providence, Rhode 
Island 





SALESMAN, experienced; represent 
manutacturer ladies’ and men’s 
stone and emblem rings, diamond 
rings, diamond mountings, wedding 
rings in Pennsylvania and New York 
states (outside Metropolitan) must 
have non-conflicting line; drawings 
against commission; exceptional op- 
portunity for alert man; address 


"S., 3525.” care of JC-K. 


TOP MEN with proven sales records 
to sell the finest line of quality 
leather watch bands in the country 
to A-l jewelers and department 
stores; outstanding companion line; 
complete but compact; expansion 
and new ideas allow us to offer 
choice territories to real salesmen on 
a liberal commission basis; state full 
details in first letter. Address, **S., 


3544.” care of JC-K. 


SALESMAN experienced § selling retail 
credit and chain store we are we 
known manufacturers of ladies and 
nens stone rings, with a compact 1D 
to-date ompetitively priced line 
become major source of income terri 
tories: (1) Mint Wise, lowa, Dakotas 
(2) Southeast (3) Mich Ind an 
Ohio and or surrounding states iberal 
cOMMISSIO!I vive details first lette 
confidential Address “H Sao, Care 
f J€-K 








Help Wanted 


SALESMAN: midwest: wonderful op- 
portunity for experienced aggressive 
man to carry one of the nation’s 
largest most outstanding line of 14K 
jewelry; many established accounts 
in area; address “C., 3475,” care of 


JC-k. 


RING SALESMEN for profitable terri- 
tories; for full particulars see our 
ads on pages 10 and Il. 


ITEWELER-watchmaker, fi 
Iry store Albany VY. ¥ 
Address “N 129s" eare of JIC-K 


WATCHMAKER-salesman: must be qual- 
ified, fine jewelry store Albany, N. Y 
\ddress "N 427." care of JC-K 

STRONG dia nd salesman (j;runewald 
& Adams, 60 E. Congress St Tucson 


Arizona 


SALESMAN for Pittsburgh and Tri- 
state area; established accounts; 
Admark line of Scarab jewelry and 
dise jewelry; Admark, 714 Sansom 
St., Phila. 6, Penna. 


CREDIT SALESMAN must be strong 
creative man in thirties, desiring a 
growth situation Norman <A (;ordo! 

Cravens Building, (klahoma City, Okla 

noma 


MECHANIC age between thirty and 
forty, who is a fine jeweler and able to 
supervise a small shop: give informa 
tion in detail in first letter Address 


S.. 3505.7 care of Jf \ 


MANAGERS expanding Long Island 
credit chain has opening for top men 
good salary plus incentive plat send 
resume \ddress "W.. 3546.” « 


JC-K 


‘ + 
Ate i) 


ENPERIENCED salesman wanted cover- 
ing west coast with good following t 
sell religious 
wholesale trade 


Address “°C 


edals and Crosses Tc 
re ference necessary 


2512." care of JC-K 


(Continued on page L36) 





SALESMAN for Chicago and Midwest; 
calling on retail jewelers; America’s 
most comprehensive and best known 
line of Searab jewelry, dise jewelry 
and money clips; Admark, 714 San- 
som St.., Phila. 6, Pa. 


W efte 


: ‘ 
I Newark, 


CLOCK AND WATCH salesman for 
Southern and Midwestern territory; 
have fast selling line of imported 
clocks and watches; excellent op- 
portunity for right man; existing 
accounts will be turned over; ad- 


dress “L., 3491.” care of JC-kK. 
ATCHMAKER WANTED; must be 


A-I| mechanic and experienced; per- 
manent position in a high type store; 
give details in first letter so a per- 
sonal interview can be arranged for 
you: M. Mever-Jeweler, Marion, In- 
diana. 


JEWELRY STORE MANAGER; ex- 
perienced in operating credit retail 
jewelry store, doing over $250,000; 
top salary, based on drawing ac- 
count and percentage of volume or 
profits; replies strictly confidential: 


address “R., 3542.” care of JC-K. 


MASTER watchmake! rr exclusive jew 
elryv f n in heautifu can Jua Puerto 

» 17 rnc twp 
$195 00 


| 
i? pieasant 
' 


Write Box 


DIAMOND SALESMEN to represent 
large New York loose goods im- 
porter; resident in area to be covered 
preferred; only men with good fol- 
lowing should apply; several choice 
territories open; excellent oppor- 
tunity; drawing against commission; 


address “K.. 3517.” care of JC-K. 


WANTED: combination watchmaker, en- 
praver jewelry repairmen for small 
business: good working conditions in 
central Pennsylvania town with good 
pay: state all qualifications first Jetter: 
opportunity for right man to work into 
husiness: position onen latter part Janu- 
aryv. Address “S., 3504," care of JC-K 


136 


WANTED experienced diamond and col- 
Stone SaieSrian ,; one Who has 
or better grade jewelers and 
nds gold jeweiry and guild 
We are registered Jews 
American Gen 
YK ongres 


societ 


irnern 
niOwW ile 


CREDIT JEWELRY store, indepen- 
dent, in suburban N. Y., requires 
seasoned man who knows every 
phase of operating a retail store; 
thorough credit experience and ex- 
ecutive calibre essential; good salary 
plus profit sharing, if desired; op- 
portunity to invest after proving 
ability; address “*S., 3534.” care of 


JC-RK. 


DIAMOND RING SALESMAN: well 
known New York manufacturer 
with an extensive line of diamond 
rings and mountings, offers excel- 
lent opportunity for a_ topnotch 
salesman to cover our accounts in 
Midwest and South: can reside in 
territory; must be a good producer: 
drawing account; state full details. 


Address, “F., 3531.” eare of JC-kK. 


SALESMEN: territories available for 
experienced salesmen in silverplated 
hollowware, on commission basis; 
newly expanded manufacturing fa- 
cilities in Wallingford, Connecticut 
will require complete national sales 
force; contact Sales Manager at 
N. Y. showroom of Birmingham 
Silver. Ine... 366 Fifth Ave... New 
York 1. N. Y. 


SALES ME N—we will have some terri- 


tories available to energetic men for 
exclusive representation of our na- 
tionally known line of pearls, cos- 
tume jewelry and religious articles 
to retail jewelers: 15% commission; 
submit resume of past experience 
and present status; write Wolcott 
Mfg. Co.. Cromwell St., Providence, 


Rhode Island. 


WATCHMAKERS and dep: 


agers opet ings in lease 
jewelry repair departments 
department stores througho! 

old established company se 
men interested in permanent 
excellent working conditions ig 
age, experience People’ 
Repair Company, 120 Summit 


ledo, Ohio 


State 


AGGRESSIVE salesman to feature na- 
tionally advertised line of religious 
jewelry at competitive prices. We are 
seeking men with retail following 
who can offer extensive coverage in 
any of the following territories: 
Pennsylvania, Maryland, D. C. and 
Virginia, Texas or Midwest: many 
active accounts: 12146% commis- 
sion: sideline vnermitted: write “L.. 


3435.” eare of JC-K. 


SALESMAN to represent Preisner 
Silver Company; sterling and art 
Silver Company plated hollowware in 
the smaller towns and cities of 
California, Oregon, Washington, 
Idaho, Montana, Utah, Colorado and 
Nevada; no objection to non-con- 
fiicting sideline. Reply to Preisner 
Silver Company, P. O. Box 398, 
Wallingford, Connecticut. All re- 
plies held confidential. 


SALESMAN for nationally known New 
York ring concern with following; 
Illinois, Wisconsin, Minnesota, lowa 
and Missouri; covered by retired 
representative for thirty-five years; 
line consists of diamond and colored 
stones for delivery and is compre- 
hensive, with merchandise aids; 
drawing against commission; reply 
confidentially; M. H. Shiman & Co., 
Inc., 48 W. 48th St... New York 36. 
as 


DIAMOND SALESMAN looking for 
exceptional opportunity; if you have 
been earning upward to $20,000 per 
vear and are willing to work and 
cover territory thoroughly, we have 
openings for 3 men to begin Janu- 
ary Ist; we want men of proven 
ability and who can look to the 
future; if vou fit this category either 
call, write or wire, W. F. Sebel Co., 
315 West Fifth St.. Los Angeles 13. 
Calif. 


SALESMEN 1 


X 


are of JC-K. 


WEST’S largest retail credit jewelers 


have openings for jewelry salesmen 
in cities on the Pacific Coast; excel- 
lent earnings, profit sharing, insur- 
ance and pension plan, plus un- 
limited opportunity for men_ se- 
lected; unless vou are ambitious, 
aggressive and experienced diamond 
and watch salesman, active in retail 
selling, please do not apply; state 
age, desired salary and a resume of 
vour employment; all replies con- 
fidential: address all replies to 
Weisfield’s, Ine., 1511 Fifth Ave., 
Seattle, Washington. Attention K. A. 
Iverson. 





wanted; importer-manufacturer En- 
leading New York silver 


offer excellent opportunity for ex- 
perienced salesman with good retail 


their gift items and fast selling 
this line is now recog- 
nized as the finest, most uniquely 
designed and priced right by lead- 
consumer retailers 
all territories open; excellent com- 
mission; applicant must be reliable, 
with good references and have car: 
write full details: N. Bloom & Son, 
1th St.. New York 36, 




















Jie WkELRY tore in thriving Arizona con 


munity; established fourteen years 


OWhe! Wants to retire SLOCK, nmxtures 


and accounts receivable, $50,000 cash 


Addres “Es 446, care of JIC-K 


JEWELRY Store hest location, Monterey, 


Calit; doing good cash business; other 
interests; good opportunity for man & 
w ite manager or partner deal could be 
arranged Addre . “MM oD4>).- , 
JC-K, 


‘ 
~~ 


care ol 


PHOENIX, Arizona: established aggres- 


ive credit jewelry store in heart of 


downtown iOocatlion ; > 400,00 monthly 
rent includes heating and refrigerated 
cooling Address “R., $524," care of 
JC-K 
WISH to retire; cash retail jewelry es- 


tablished 25 years third floor; in very 
good down-town building; lots of watch 
and jewelry repairs; stock of merchan- 
dise; value app. $6500.00. Amsterdam 
Diamond Co (4 lonia Ave. N W 
Grand Rapids, Mich. 


JISWELREY store, New York (‘ity, Jackson 

Hieights section, present owner oo years ; 
retiring; small amount of stock fix- 
tures go with inventory January Ist 
long lease, same rent. Glen G. Benton, 
82-08 37th Ave., Jackson Heights, New 
York 


MODERN jewelry store; long established, 


New Jersey industrial center; excellent 
watch & jewelry repair department as 
well as sales volume good inventory ; 
operating now cash; good possibility 
for credit business; reason for selling 
other interests Address “C., 38010,” 
care of JC-k 


TSTANDING Connecticut store estab- 
lished same location since 15835 offering 
to sell complete set-up of fixtures, tools, 


materials, ete.; rent 25 ft x 105 ft air 
conditioned store or sell complete four 
story building; 100 percent occupancy 
upper three floors; top location. Ad- 
dress W. E. Pierpont Jewelers, 159 


Bank St., Waterbury, (Conn. 


JEWELRY BUSINESS — Michigan; 


Cash price $25,000.00; Gross sales 
$42,000.00; Five year lease $175.00 
monthly; option to buy building and 
fixtures on contract; can double 
above gross with credit operation; 
outstanding opportunity for young, 
aggressive couple seeking above 
average income and escape from 
high pressure big city business; in 
heart of Michigan’s most select re- 
sort area, established 40 vears; 
owner operating in semi-retirement 
several vears—heart condition; resi- 
dential, industrial, resort and school 
expansion now in progress; beauti- 
ful modern newly remodeled store 
throughout; State Street style; vault, 
diamond room, 5 bench work shop 
—unlimited parking one black; no 
real aggressive competition within 
60 miles; clean stock, top lines; 
principals only—include bank ref- 
erences for confidential details. Ad- 


dress “C., 3490.” care of JC-K. 








Business Opportunities 


VERY EFFORT is made by The Jewel- 


ers’ Circular-Keustone to keep its ad- 


ré rtisina columns clean Advertisers 
under Business Opportunities, etc., must 
furnish trade references Announce- 


ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Ke vustone 


ANTHONY J. GREGORY, Auctioneer, 


6748 No. Ashland; Br. 4-7303, Chi- 
cago 26, Ill. 





‘TONSULT M. Y. FINKELMA 


“ 





COLMES BROs.; buyers and liquida- 
tors of jewelry stores; Max Colmes, 
18 Tremont St., 333, Boston 8, 
Massachusetts. 


SAMUEL GANSBERG will buy your sur- 


plus or entire stock and fixtures; high 
est prices paid bank and trade reter- 
ences. Write 15 Maiden Lane, New York 


relephone Rector 2- 


YOU'LL know the name of thi: ive wire 
promotion minded, cash-credit store; al 
institution in Brooklyn; everything 1s 
here, step right in, the price is right 
Address “G.. 3532.” care of JC-K 


N, 29 E 
Madison, Chicago; since 1923 highest 
cash prices paid for diamonds and all 
other jewelry stocks. Call collect Dear- 
born 2-3407, reference, your bank 


COLMES AND BRILL. auctioneers- 


sales specialists; 45 West 45th St., 
N. Y. C., over 35 years successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad, page 117. 


GORDON BROTHERS, oldest and 


largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 


SAMUEL ISOW pays highest cash price 


for complete jewelry stores 01 surplus 
stock, get my offer before selling, it Is 
to your advantage; bank and trade ref- 
erences. Write 54 Lispenard St., New 
York Telephone Canal b-0250 


"ILSON SALES SYSTEM, Empire State 
350 Fiftl : 


Building, 3: Ave New York; 
sale and management specialists since 
1919, over 1500 jewelers have used our 


services i1iso hbuv stores for cash 


r telephone Longacre 5- 


write wire 


AVING busine - Problen 3? Need cash? 
You can solve all these by running re- 


+ 


tail or auction sale or combination oft 


both: we also buy your stock for cash 
no stock too large or too small B 
Schwadror 217-02 Jamaica Ave 
Queens, N. Y Phone Hollis 5-3335. 

"E pay cash for complete stores regard- 
less of age or condition jewelry, 
watches, diamonds and novelties also 
bought: no lot too large or smal Bank 
references. Amalgamated Trust & Sav- 
ings Bank. Address Tucker & lLowen- 
thal. > Ss ‘abash Ave Chicago 11] 


& G SALES CO., West's leading jewelry 
liquidators will buy your store for cash 
or raise the cash vou need by auction or 
anv kind of a sale best suited you 
tore: no obligation. Write, wire %6 Fre- 
mont Place, Los Angeles Calif. Phone 
Webster 8&-1106 


“WELERS Auctioneer: two successful 


close-outs during November, December 
‘57: now liquidating old store in Ne- 
braska: have buyer for well established 
jewelry store in Middlewest; will come 
and see you at our expenst¢ compare 
our terms for complete liquidation with 
that of others: remember we're offering 
strongest combination of auction talent 
in America. Write or wire for refer- 
ences and terms Jack Dickerson, 
Wahoo, Nebraska. 


MARTY MILES SALE guarantees quick 
action-cash profits; our service costs 
vou nothing; testimonial letters from 
hundreds of jewelers prove the cost of 
each sale is turned into a profit by ter- 
rific extra volume of sales profit wise 
our efforts produce for you; every sale 
is carefully analyzed, planned in ad- 
vance and is under constant supervision 
of our executive staff: you can afford 
the best: write, wire, phone Marty Miles 
Sales Inc., 910 N.E. 136th Street, Miami, 
Florida; phone Plaza 1-2885 


(Continued on page 138) 


(Continued from page eye. 


DO you need cash? Examine our guar- 


antee sales method of obtaining at 
least 10% above $ for $ for your 
surplus stock, after all sales ex- 
penses; we have accomplished this 
amazing result for over 1000 jewel- 
ers in the last ten vears alone; their 
thankful letters are in our files for 
your inspection; wire, write or tele 
phone; Manny Silverman, of Silver- 
man Sales Enterprises, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
PL. 77-4693; see page 85 for addi- 
tional details. 


JEW ELRY-CHINA-OBJECTS D°ART 
auction service: a professional long 
experienced liquidation § firm of 
professional jewelry auctioneers 
operating on strictly a commission 
basis and specializing in complete 
close-outs of stocks and _ fixtures 
down to the very kev in the door; 
every sale managed and conducted 
by Faussett with an able associate 
auctioneer. We hold the record for 
complete liquidation of fine stores 
during the past decade; when repu- 
tation counts we are usually called 
in; an advertiser in this publication 
for the past 40 vears: when matters 
cannot be settled by mail or wire 
we will come and see you at our ex- 
pense; America’s foremost jewelry 
auctioneer: Thomas J. Faussett, 
Howell, Michigan. 


Wanted to Purchas 





WILL BUY STORE FO] 
prestige Casi Store 
reputation: me 
Food will, 
price witl 
nfidentia 
(‘orporation 


Ave., Cleveland 1 


ANTED—tL sed watches, movements, 
diamond, obsolete stock, broken ex- 
pansions and scrap jewelry; highest 
prices paid, all merchandise held in- 
tact ten days subject to your ap- 
proval: references; Pilgrim Trust. 
Boston, Mass., plus 30 vears of fair 
dealing: ship today to The Pelham 
Co.. 333 Washington St.. Rooms 
103-404.. Boston 8. Mass. 


SPOT ecash for diamonds, watches new 


SPOT eash for 


CASH in: send us 


-—— 


BOSTON 


FINE wate repairing 
: 


QUALITY 


or old, miscellaneous jewelry; check 
by return mail subject to vour ac- 
ceptance; we have unlimited capital 
for this purpose; established since 
1919; for references, Michigan Ave- 
nue National Bank of Chicago and 
Jewelers’ Board of Trade. Harry» 
Elkins & Company, 59 East Madi- 
son Street, Chicago, Illinois. Ran- 
dolph 6-7390. 

diamonds, any size. 
any cut: loose or mounted; watches, 
new standard makes; used watches 
or trade ins, any make, antiques, 
lavallieres, chains, men’s or ladies’ 
set rings: anything vou cannot sell 
send to me for cash; old gold, gold 
filled, silver watch bands; references, 
Dun & Bradstreet: S. W. Hora, 
1810 Netherwood Ave.. Memphis | 4 
Tenn. 

vour watch move- 
ments, watches, diamonds, old spec- 
tacle frames: gold filled serap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send vou a check at once 
and hold shipment intact for vour 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade. Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave.. Memphis. Tenn. 


Watch Work, etc.. for 
the Trade 


\! \ss 


repaltl 


wa 
pore 1) 
orce ? 


1AGV-B 


work guaranteed for 1 vear 
rs Watchmaster test 

‘ cn A H 

Ss. Marion St.., 


Shieret 


Oak Parl il] 


and watch repair- 
ing skillfully performed; fast, ac- 
curate service our specialty: vour 
trial shipment and inauiry solicited; 
Osear Aron, 62 West 47th St.. New 
York, N. Y. 


jewelry 


HAVING WATCH REPAIR TR 
(;uaranteed repall I 
a | iprtis it prere 
Ist) OT tria ) 
Law 
Detroit 


MEAPERT 


antee 


, ' 
— Keonomical: 
to the 


DEPENDABLE — Fast 
Over 25 vears of 
trade; Special discount to regular 
accounts; Lowest prices for high 
grade work; All shipments returned 
postage paid; Send a trial shipment 
and be convinced. Address: Watch 
Service, Box 93. York, Pa. 


service 


MNDALILE 
ade rood ¢ 
exXpertle 
and rey] 
timed and 
ruaranteed 


ft 








STORE FOR RENT, Miami (Opa- 
locka), Fla., in largest shopping 
center of its kind, 900 to 4200 sq. 
ft.. park 450 cars, pop. over 23,000 
and growing: interesting proposi- 
tion to right party: address “S.. 


3503.” eare of JC-k. 


Special Order Work and 
Repairs for the Trade 








ORDER BLANK FOR CLASSIFIED ADS 


See First Classified Page for Rates & Regulations 


ALL ORDERS: CASH IN ADVANCE 


Jewelers’ Circular-Keystone 
Chestnut & 56th Sts 
Philadelphia 39, Pa 


Here is my want-ad: 


Please check if box No. 


Enclosed is Check [) or Money Order [J Street 











Wanted [) Name (Please Write Plainly) 
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Scrubbing Off the Tarnish 


@ During a recent survey for The Watchmakers of 
Switzerland, interviewers asked the following question 
to 2500 men and women: “What is your general im- 
pression of the reputation for honesty of each of the 
following trades?” Jewelry stores and several other 
kinds of businesses were listed. 

Here was the verdict, from this cross-section of the 
public, as to the reputation of jewelry stores: “Ques- 
tionable,” 10 per cent; “Fair,” 59 per cent; “Excellent,” 
31 per cent. In other words, only one person in every 
three thinks that he could enter a jewelry store without 
some danger of being bamboozled. 

JC-K, of course, accepted those findings as fact. This 
was what America felt about the ethics of the jewelry 
industry in general. But we wondered whether people 
had more respect for the business morality of the par- 
ticular jewelry stores with which they traded. 

So we did some detective work. We changed the 
question to read: “Please think about the particular 
retail shops where you do your business. How would 
you rate each of these stores in terms of reputation for 
honesty? We talked with 354 men and women in bus 
stations. hotel lobbies and supermarkets, in an effort to 
find the attitude of all sorts of people—housewives. 
office girls. teen-agers and businessmen in all walks of 
life. 

And this is what people think about the reputation 
of the jewelry stores from which they buy: “Question- 
able.” 12 per cent: “Fair,” 50 per cent; “Excellent.” 
oo per cent. 

Here the jeweler’s reputation is a trifle better—just 
a trifle. but. we found out, three out of everv five 
customers seem to wonder, at least a little, whether they 
are being fairly treated in the jewelry stores where they 
buy. Our survey, coming on top of The Watchmakers 
of Switzerland s report, further established the fact 
that too man\ iewelry store customers have doubts. Not 
merely about the honor of jewelry stores in general, but 
also about the ethics of the jewelry stores with which 
they trade. 

We ll tell you more about the public’s distrust in an 
early issue. Corrective steps are needed at once. For- 


tunately. such steps may start soon at 


RJA’s Washington Meeting 
Let’s hope that every state and local jewelers’ organ- 
ization will send its president or secretary to the May- 


flower hotel in Washington, D. C.. on Jan. 17. If your 


140 


eroup has no travel fund, it should take up a collection 
so that your area will be represented. 

\ conference has been called for Jan. 17 by the Retail 
Jewelers of America, Inc. It will explore ways to restore 
public confidence—which is without doubt the sharpest 
problem facing the industry today. The timing is per- 


fect. The new session of Congress will be getting under 


way, and some Congressman is always ready to crack 


down with new legislation to safeguard the public from 
shady merchandising, in order to get publicity and credit 
for protecting his constituents. This meeting can demon- 
strate to Congress and the Executive Agencies that re- 
tail jewelers are fully capable of policing themselves 
without edicts from Government. 

Oliver A. Jenkins of Jacksonville, Fla.. 


RJA’s Washington Committee, wrote these earnest words 


chairman of 


in announcing the conference: 

“RJA has viewed with deep concern many instances 
of violation of Industry Trade Practice Rules and ques- 
tionable business ethics. It is felt that great harm has 
been done by unscrupulous claims, misrepresentation 
and fictitious list pricing by many so-called ‘wholesale’ 
catalog houses, mail order firms, discount operators. 
suppliers and jewelers, who through ignorance or avarice 
unconscionably violate every concept of proper business 
ethics. 

“A prime requisite of a prosperous retail jewelry bus- 
iness is a deserving and unquestioned confidence of the 
public in our products and integrity. | have every hope 
that this meeting will point the way to a restoration of 
confidence and will be an important first step in the 
elimination of false and misleading advertising and un- 
ethical trade practices, 

Officials of the Federal Trade Commission, the Post 
Office and the Better Business Bureau will discuss trade 
practice rules, fraudulent use of the mails and enforce- 
ment of local advertising statutes. RJA’s counsel will 
cover legal problems of association activities. 

Since, as you may remember, JC-K has recently called 
upon RJA for action, this magazine applauds the Wash- 
ington conference. It hopes that jewelers from every 
state will be on hand to get RJA’s program off to the 
finest possible start, and to prove to the leaders of RJA 
that the trade as a whole is ready for corrective mea- 
sures—which will result in increased public trust, in- 


creased volume and increased profits. 


Maile A ylihieet 








school for 
craftsmen Why on earth would 


a manufacturer have a school for its employees. 


Gemex does, and for one reason: to find better ways 
to make a better watchband. 
And this is no ordinary school. 
Everyone’s a teacher. This is 
where a burnisher told his 


Ss & i & S 


CEM 


CORPORATION 


GROW WHERE 


TO BUILD A BETTER WATCHBAND 


foreman how to increase the lustre of a watchband 
by 30%. And where a foreman told the production 
.. and 
showed him how. Nothing’s 


manager he could make a better hinge 


sacred... but the product. The 
rewards are great. The product 
UNION, N. J. proves it. The trade knows it. 


QUALIT Y GLOW  S 





f 





...and your Oneida 


Representative knows 
both of them! 


This double-barreled news is so 
important, we want him to tell you! 


They're exciting offers that you'll want to know 
about. He'll call on you, explain all the details, 
help you with your ordering, merchandising, dis- 


plays! Be sure to listen—and you'll be sure to profit! 





Build your store traffic with these merchandising aids. Suggest, promote, 
display these two proven sales-getters. Use the free newspaper mats, circulars, en- 
velope stuffers, window banners, Radio and TV scripts. You can't miss! 


COMMUNITY 


THE FINEST SILVERPLATE 
Crafted by ONEIDA SILVERSMITHS, makers of distinctive tableware 


HEIRLOOM* STERLING, COMMUNITY* SILVERPLATE 
ONEIDACRAFT* STAINLESS “TRADEMARKS OF ONEIDA LTDO., ONEIDA, N. Y. 





